Towards the framework of Destination Brand Development by Kasimati, Aikaterini
  
 
 
Towards the framework of 
Destination Brand 
Development: The case of 
Kythira Island 
 
Kasimati Aikaterini 
 
 
SCHOOL OF ECONOMICS, BUSINESS ADMINISTRATION & LEGAL STUDIES 
A thesis submitted for the degree of  
Master of Science (MSc) in Management 
 
 
 
 
October 2014 
Thessaloniki – Greece 
 
 
  
Student Name:  Aikaterini Kasimati 
SID:  1102130007 
Supervisor: Prof. Manto Gotsi 
 
 
 
 
 
 
I hereby declare that the work submitted is mine and that where I have made use of 
another’s work; I have attributed the source(s) according to the Regulations set in the 
Student’s Handbook. 
 
 
© 20/10/2014, Aikaterini Kasimati, 1102130007 
No part of this dissertation may be copied, reproduced or transmitted without the 
author’s prior permission.  
 
 
 
 
 
 
 
October 2014 
Thessaloniki - Greece 
  
  
Abstract 
This dissertation was written as part of the MSc in Management at the International 
Hellenic University.  
The aim of the study is the engagement of the writer with the concept of place 
branding as a mean of identification and differentiation of places. At the same time, 
they are considered the different branding strategies, capable for the accomplishment 
of place brand management. As a relatively new field, place branding research based 
on a real case - study is a primarily topic.   
Therefore, the issues which are developed on the report are the role of place branding 
and its basic activities, analyzing the literature review presented on marketing theory 
and the main brand management strategies existing in place and tourism academic 
areas. Taking as a guide a particular strategic place brand model, which is based on the 
relationship of various components, it is proposed the execution and managing of 
Kythira Island’s place brand strategy. The report refers to the empirical research 
conducted via questionnaires to the island’s stakeholders in order to measure their 
perceptions and sense of place as a starting point for identifying the perceived benefits 
of brand infrastructure and the brand experience. Successively, it will build the brand 
identity, which leaders desire to convey to the expected visitors via the brand 
articulation and communication. 
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Introduction 
iven the globalization and the international competition brought this in 
economy there is a compelling need for constant evolution, diversification, 
and promotion of products or services in the best way. Something similar applies in the 
case of countries – cities - places, which often strive for an ideal ranking position in the 
system hierarchy. Thus, it is important great consideration to be given on how to 
create a strong brand and promote it effectively.  
Place branding is a concept involving the place marketing and place promotion. 
Therefore, not only stands to create slogan, logo and advertising campaign, but how to 
better enhance of the identity of each place, based on its infrastructure, cultural 
wealth available, industry, climate, security and economic prosperity that will show off 
from the rest and will make it an attraction for many people - tourists, investors, 
residents and businesses and improve their image. The concept of destination 
branding deals with the creation of a proposal for a unique destination, by establishing 
a competitive identity considering both the tangible characteristics- infrastructure, 
sightsee, people and the intangible ones like culture and history of a place. 
Furthermore, a destination brand is the amount of perceptions, feelings and thoughts 
that customers have about a place, so it is important those to be understood in order 
to attract them.  
The study commences with the review of the literature on place branding concept and 
the benefits arise from that. Next, it is implemented an overview of the components of 
branding, explaining the basic activities related to that. The following section explains 
the role plays a strategy on the development of place branding and presents different 
branding models. The focus of the study is based on the Strategic Place Branding 
Model (SPBM) proposed by Hanna and Rowley (2013), who measured the relevance of 
10 interrelated components of SPBM model and the relationship among them. 
However, as limited reference on how place brand development strategies have been 
developed over time, the particular study is seeking to advance the aforementioned 
model as a strategic tool towards a framework of developing and managing a real case 
place-brand for the Island of Kythira. It seems that an important pair of the related 
components is the stakeholder engagement (management) along with the brand 
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identity, meaning that the development of a place’s brand identity depends on the 
experiences of stakeholders and their interactions with the place.  
Hence, the basic objectives of the research is the identification of the stakeholders and 
the characteristics of the island that make it what it is, by examining the various senses 
of place of stakeholders and the experiences linked to it. After the research, 
conclusions are drawn regarding the answers of stakeholders and recommendations 
are proposed about the execution and managing of the brand strategy that could make 
the island to stand out for.  
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CHAPTER 1 
1.1 Literature Review 
The following chapter is introducing the idea of branding and more specifically it is 
being concentrated on the concept of branding for places as destinations. It is 
desired to be given a description of the conceptual framework of place branding and 
are being explained basic factors that contribute to a successful place brand 
development and managing.  
1.1.1 BRANDING 
The most widely accepted definition of branding is that of Aaker (1991, p.7), 
according to whom “A brand is a distinguishing name and/or symbol (such as logo, 
trademark, or package design) intended to identify the goods or services of either 
one seller or a group of sellers, and to differentiate those goods from those of 
competitors”.  
The topic of branding dated back to 19th century with the development of branded 
consumer products. Through the years branding has considered a ‘hot topic’ to 
marketers and now exists at the core of marketing strategy. However, in 1998 the 
idea of destination branding was introduced for a first time. 
1.1.2 DESTINATION BRANDING AND CONCEPTUAL FRAMEWORK 
Based on their published research, Ritchie and Ritchie (1998, p.103) defined a 
“destination brand” as “a name, symbol, logo, word mark or other graphic that both 
identifies and differentiates the destination; furthermore, it conveys the promise of a 
memorable travel experience that is uniquely associated with the destination; it also 
serves to consolidate and reinforce the recollection of pleasurable memories of the 
destination experience”.  
As seen, the above definition introduces further the concepts of identification and 
differentiation, as being core in the branding process. Kotler and Gertner (2002) 
discussed that brands generally are the main tool for creating product differentiation 
and representing a promise of value to the user, so brand is much more than merely 
presented symbols. The promise of a brand is just as important is for every kind of 
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service. It may, though, not be guaranteed but it offers a degree of comfort to 
imminent visitors for what they expect to see. It is crucial that promise be delivered 
appropriately; otherwise it leads to visitor’s dissatisfaction. 
From the above definition of destination branding, it is obvious that experience 
incorporated into the branding process. The concept of visitor experience, identified 
as a critical one in tourism, by Ryan (2002). What visitors of a place buy is the whole 
experience, even though they purchase tourism services (Otto and Ritchie 1996). 
Buhalis1, (2000), claimed that destinations are amalgams of tourism products that 
offer an integrated experience to the consumers and consumed under the brand 
name of the destination during the period of stay. He also stated that the destination 
can be seen as an umbrella that provides an overall experience of its components, 
which are the infrastructure, the nature, the culture, the inhabitants and their 
traditions. 
Experiential marketing, deals with the issue of tourist experience, by creating 
marketing messages that appeal to potential travelers’ emotions. It actually, views 
consumers as emotional beings, focused on achieving pleasurable experiences 
(Williams, 2006)2. Schmoitt (1999) advocated that consumers’ senses, sight, sound, 
touch and feeling can be captured through experiences in an unforgettable way. Pine 
and Gilmore (1998), suggested that the key for competitiveness is the providing of 
experiences and memories3. Those attitudes will have a positive emotional effect on 
consumer’s behavior, which in turn will lead to satisfaction and brand loyalty. 
1.1.3 BENEFITS OF DESTINATION BRANDING 
On the aforementioned theoretical perspective it was reflected the seller’s point of 
view. Aakers’ definition about branding is pertinent to the meaning of destination 
branding as it talks about ‘group of sellers’. Another conceptual framework, though, 
of destination branding has developed and aims to give an understanding of the 
                                                 
1Marccello Risitano, (2005). The role of destination branding in the tourism 
stakeholders system. The Campi Flegrei case. 
2
 Simon Hudson and J. R. Brent Ritchie, (2009). Branding a memorable destination 
experience. The case of 'Brand Canada', International Journal of Tourism Research, 
11, 217-228 
3 Similar to 1 
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buyer’s perspective. Blain, Levy & Ritchie (2005, p.337), defined destination branding 
as “the set of marketing activities that (1) support the creation of a name, symbol, 
logo word mark or other graphic that readily identifies and differentiates a 
destination; that (2) consistently convey the expectation of a memorable travel 
experience that is uniquely associated with the destination; (3) that serve to 
consolidate and reinforce the emotional connection between the visitor and the 
destination; and that (4) reduce consumer search costs and perceived risk. 
Collectively, these activities serve to create a destination image that positively 
influences consumer destination choice”.  
Branding, therefore, can offers benefits to both supply and demand sides. Suppliers 
may be the Destination Marketing Organizations (DMOs), whose gain advantages 
from branding are the increased potential to differentiate against places with similar 
benefits, increased destination loyalty and increased yield for stakeholders such as 
travel and tourism businesses. From the traveler’s perspective, what they gain is 
convenience on decision making due to the reduced perceived risk and search costs. 
Positive and high brand awareness reduces prior travel research for detailed 
information towards a destination and also customers perceived monetary and 
safety risks prior to purchase. Additionally, the assurance of quality experiences that 
a recognized brand is promised generates the trust of visitors over it.  
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1.2 Brand Components 
Branding comprises the components of brand equity, brand identity and brand 
image, the explanation of whom is given below. 
1.2.1 BRAND EQUITY 
Brand equity can be seen as the valuable assets to the company that can make 
profits, increase market share and enhance organizational performance. This 
valuation is based on three methods, which are the financial, the behavioral 
approach and the consumer – based approach. The sum of those values called 
‘brand equity’. Brand equity is an appropriate measure for assessing the long – term 
marketing performance and helping managers to understand where and how the 
brand adds value. The measurement of brand strength is useful in order for 
managers to take correct decisions and improve the level of brand assets through 
the marketing communications.  
More specifically, brand equity, is early defined taking into account consumers, as 
‘the set of associations and behavior on the part of a brand’s customers, channel 
members and parent corporation that permits the brand to earn greater volume or 
greater margins than it could without the brand name’ (Leuthesser, 1988) and that ‘it 
gives the brand a strong, sustainable and differentiated competitive advantage’.  
Later, it was extended to include other target audiences and the new brand equity 
definitions were ‘the strength, currency and value of the brand, the description, the 
assessment of the appeal, of a brand to all the target audiences who interact with it’ 
(Cooper and Simons, 1997, quoted in Pickton and Broderick, 2005) or ‘the value of 
the brand’s name, symbols, associations and reputation to all target audiences who 
interact with it’ (Pickton and Broderick, 2005). 
Aaker argued that ‘brand equity comprises a collection of advantages and 
disadvantages which are connected with a brand, the brand’s name or symbol and 
which increases or decreases the value of a product or service from a company’s or 
customer’s perspective’. If these characteristics should be the basis of brand equity, 
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they must be linked with the name and/or symbol of the brand’4. Aaker discussed 
that brand equity consists of brand awareness, brand associations, brand perceived 
quality and proprietary brand assets, elements that render the brand loyalty, which 
measures the attachment of consumers to a brand. 
According to Kapferer (2004), the brand equity should be examined at the levels of 
brand assets, brand strength and brand value, which (the latter) in turn include the 
elements of brand name awareness, brand loyalty, perceived quality and brand 
associations.  
From the above, we deduced on the examination of brand equity from both the 
customer’s and the firms’ perspectives.  
However, what is more important and relevant is the value derived from consumers’ 
actions. Those can determine which brands provide more equity – added value than 
others. Thus, brand equity can be measured via the assessing of brand knowledge of 
people. Brand knowledge defined as the thoughts, feelings, perceptions, images, 
experiences and all the nodes that linked with the brand on consumers’ mind. It is 
then characterized by brand awareness and brand image.  
Pike, Steven D., (2008)5, attempted to give an analysis on the effectiveness of 
destination brands, by tracking the case of Queensland’s Coral Coast and assessing 
the brand effectiveness in 2007 against benchmarks that were established in 2003 
study. The results showed that different financial tools that used were of little value 
to DMOs compared with the Consumer – Based Brand Equity (CBBE).  
CBBE, is the starting point on applying brand theory on destinations. The approach of 
measuring CBBE, alternatively called hierarchy of effects model, comprises the 
following assets:  
o Brand awareness/salience 
Awareness represents the strength of brand’s nodes and presence on target 
consumers’ mind, with the aim to be remembered for the specific reasons they want 
                                                 
4
 Sylvie Laforet (2010). Managing Brands, Brand Equity and Brand Valuation, Ch. 2, 
McGraw – Hill Education, p.42 
5
 Pike, Steven D., (2008). 18th Annual Council for Australian University Tourism and 
Hospitality Education Conference: Where Hell Are We?, Gold Coast International 
Hotel, Queensland. 
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to. Awareness should be deep and broad. The depth is the likelihood that the brand 
can be recognized and recalled, while the breadth is the situation in which the brand 
comes to mind when we intend to purchase.  
o Brand associations 
The aim should be to increase familiarity with the brand through repeated exposure 
and strong associations with the product category (Keller, 2003). According to Aaker 
‘A brand association is anything linked in memory to a brand’. It is critical that brand 
associations are strong, favorable and unique in consumer mind, which in turn will 
lead to familiarity. Additionally, brand associations reflect the consumers’ 
perceptions of a brand, called brand image. 
o Brand resonance  
Brand resonance represents the willingness to engage with the destination, meaning 
the intention of repeating a visitation in the future or a previous one that a visitor 
has already done. In addition, linking the brand’s attributes to consumer needs will 
lead to enhance brand resonance. 
o Brand loyalty 
Brand loyalty is on the peak of the hierarchy of effects pyramid. The advantages of a 
brand’s loyalty include lower marketing costs, increased travel trade and 
propositions through word – of – mouth. Overall, successful delivery of the brand 
promise at the destination may lead to increase brand loyalty. As stated by Gitelson 
and Crompton (1984) during a study, the factors that affect a return to a familiar 
destination are:  
 reduced risk of an unsatisfactory experience 
 knowledge that they would find their own kind of people there 
 emotional or childhood attachment to experience 
 opportunities to visit aspects of the destination not previously experienced 
 to expose others to a previously satisfying experience. 
1.2.2 DESTINATION BRAND IDENTITY DEVELOPMENT 
It is a common view that place branding cannot stand without taking into 
consideration the identity of the place. Otherwise, it can be lead to spurious belief 
about the place and especially of its internal audiences. The identity of a place is 
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characterized by the features and the beneficial attributes imbued in the brand. It 
declares how the owners want the brand to be perceived.  
Based on cases of destination brands, theory states that the brand identity in order 
to be developed involves four stages:  
1. The appointment of a brand champion, which is referred to the appointment 
of DMOs for being responsible for the whole process. The case of branding 
Wales (Pride, 2002)6 showed the need of having leadership in the brand’s 
development. 
2. Identification of the brand community, meaning that the brand promise will 
be delivered from the community. Apart from host community, it may 
include others, who may not view the tourism as being their core business, 
but they indirectly provide services or goods. Thus, it is necessary the 
organizing of a representative working group to identify the core values of 
the destination and work towards the development of destination brand 
identity. The aforementioned identification should become by investigating 
a) the host community’s values and sense of place, b) the tourism 
community’s view of the essence of the visitor experience, and c) the 
destination’s tourism resources. A particular research in Singapore 
(Henderson, 2000)7 stressed the importance of the community’s views by 
revealing the gap between the actual perceptions for the place, therefore the 
brand image and the intended ones, meaning the brand identity.  
3. Production of a brand charter and destination audit. A planning document 
that guides and motivates stakeholders to form the brand mission, vision, 
essence statement, brand values and gives guidelines for implementation 
and auditing. A typical example is the case the Tourist Commission of 
Australia, who clearly stated in their annual report of 2002/2003 their 
mission, vision and objectives, while simultaneously they highlighted the 
importance of their brand on creating global awareness of Australia: 
                                                 
6
 Pride, R. (2000). Brand Wales: ‘Natural revival’. In Morgan, A. Prichard & R. Pride 
(eds), Destination Branding (pp. 109-123). 
7
 Henderson, J.C. (2000). Selling places – the new Asia Singapore brand. In Robinson, 
M., Evans, N., Long, P., Sharpley, R. & Swarbrooke J. (eds), Management, Marketing 
and the Political Economy of Travel and Tourism, pp. 207-218. 
  -15- 
‘A focus on new and innovative ways to promote our 
country overseas has been a priority over the past year. 
The increased competition from other destinations, as 
well as ever-evolving consumer needs and interests, has 
demanded that the ATC continue to review and revise 
its promotional activities’.8(ATC, 2003). 
Marcello Risitano (2013), through the case of the Campi Flegrei9, proposed a 
destination branding model by analyzing the destination brand identity in order to 
communicate and position the destination value proposition. It, then, emphasizes on 
the brand knowledge and the network of associations as perceived by tourists, so as 
the destination brand to be managed in the best way.  
The proposed model suggests that brand identity is defined by the analysis of 
resources, competencies and capabilities of the place. The six elements that consists 
the identity are the above: 
1. Brand Culture, based on cultural aspects of the people (spirit, traditions, 
event, gastronomy, and so on) and the country (historical sites, monuments, 
archaeological sites, churches, and so on). 
2. Brand character is related to its internal constitution, how it is perceived in 
terms of integrity, trustworthiness and honesty (Upshaw, 1995). This is also 
related with the promise of the brand to deliver the experience associated 
with its distinctive value proposition;  
3. Brand personality is the set of human characteristics that are associated with 
the destination. It includes several characteristics as sincerity, excitement or 
competence (Aaker J., 1997) or gender, age, socioeconomic class, as well as 
human personality traits such as warmth and sentimentality (Aaker, 1996); 
                                                 
8Australian Tourist Commission, Annual Report 2002/2003, 
http://www.tourism.australia.com/documents/corporate/TA_AnnualReport_2002.p
df  (Accessed 11 Sept. 2014]  
 
9Marccello Risitano, (2005). The role of destination branding in the tourism 
stakeholders system. The Campi Flegrei case, University of Naples Federico II, Naples 
(Italy). 
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4. Brand name often is the original name of the destination, in domestic or 
English language: this choice is more important, because it is strongly related 
with communication strategy on tourist targets. Brand name should have 
many strength and unique associations, it should be distinctive, 
pronouncability and recallability (Keller, 2003b);  
5. A brand logo (and symbols) is a fundamental element to define a destination. 
A beautiful view, a famous monument or an unique tradition are examples of 
symbols that – in destination case – could be the main logos to communicate 
a clear and distinctive value proposition compared to another competitive 
places;  
6. Brand slogan represents a promise that DMO – or another business player – 
defining to the tourist targets. It’s based on the main functional, emotive or 
experiential attributes of the destination, related to the benefits and value 
provided by the place offering. Naturally - also about this element - is more 
important to choice strength and unique associations for communicating 
clearly these to the tourists.  
Regarding the destination brand knowledge, comprises the core of brand equity and 
is related to all the perceptions and different meanings of consumers about a place, 
issues that are related to brand associations, to whom definition was referred 
previously. The different perceptions of tourists, subsequently, affect the brand 
positioning in consumers’ mind through maximizing identifying perspective of the 
brand and differentiating perspective compared with competitors.  
Furthermore, based on Keller’s theory (1993, 1998), the model referred to brand 
awareness and brand image as a base for the brand knowledge.  
1.2.3 BRAND IMAGE 
It is defined as ‘consumer perceptions of a brand’ and it is measured as ‘the brand 
associations held in consumers ‘memory’. Usually, a brand has more than one brand 
image but only some of them are predominate. Marketers take the advantage of the 
strongest images and reinforce them through communications. From consumers’ 
perspective, as basic influencers on the buy decisions are considered the feelings and 
images that are associated with the brand. That is explained by the fact that 
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consumers are not only purchase a product but also its image benefits, such as 
sophistication, wealth and identification. Moreover, consumers tend to distinguish 
themselves by their possessions and have the need of associating themselves with 
other users of the brand.  
That theory was also developed from Freud Sigmund (1920), who referred to ego 
and superego as means to express people their desired image and personality in a 
way that they would like others have from them.  
Consumers are usually asked about the image/ words that come to their mind when 
a brand is mentioned, which is called ‘top of mind’. That is an indication to measure 
the strength of the brand image. It can be further reinforced through promotion, 
advertizing, word-of-mouth and other features of brand experience. 
Obviously, the role of image on destinations has significant implications in travel 
purchase decisions. It influences the post-purchase decision – making including 
evaluation and future behavioral intentions. The image can, also, ensures a strong 
positioning and lures potential tourists owing to the competitive environment on the 
specific business sector. The realization of the images and how places and their 
people are perceived, though, held by consumers is also important, due to the fact 
that actual image is sometimes different from that intended to be given by 
destination marketers. In that case, it is critical a strategy be organized on how to 
change the wrong image or reinforce the existing one. It has been argued that 
images play a significant role on the selection process of a destination. It is 
undeniable, also, that a destination cannot be considered like a tangible product, 
and as such images are a mean of competitiveness among other destinations.   
Key implications of the aforementioned fact for marketers are the issues of 
intangibility and risk, substitutability, heterogeneity, inseparability and perishability.  
 Intangibility and risk: Before the purchasing decision of a product consumers 
can employ all their five senses in order to try it and test it in order to realize 
its value. A holiday destination is unlikely to be tested in that way due to its 
intangibility, meaning that the perceived risk in the travel purchase is much 
more than goods and expectations are only sufficient to consumers.  
For that reason, some of the inquiries that travelers usually raise are the 
performance risk, in which it is expressed their concern regarding the 
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expected performance of services. Those include the weather, traffic delays, 
congestion, and poor hosting services. In addition, social risk is also a concern 
during travelling in unfamiliar places. Furthermore, travelers usually think of 
the potential for harm not only during their vacations but also during their 
transition. That is the so called physical risk. It could not be omitted the 
financial risk, the meaning of which is easily understandable. Holidays are an 
annual goal that presupposes a significant dedication to be attained.   
 Substitutability: Destinations may involve among the higher levels of 
substitutability compared to other goods and services. Thus, in order to 
distinguish from the clutter and become a choice for travelers, marketers 
should offer a previous representation that will influence them and become a 
motivation for tourists. This is nothing else than an indicative but also real 
image of the place. 
 Heterogeneity and Inseparability: All tourist perceptions of a destination are 
not equal. Different experiences lead to different perceptions. Also, travelers 
today prefer to be involved more in tourism products and not be a separate 
part of the procedure.    
 Perishability: Services are perishable, since they cannot be stored for later 
use. Even more in case of destinations during high-demand periods when it is 
impossible destination services kept for sale later.  Thus, it is needed for 
businesses to measure the levels of demand considering the capacity. 
Hakinson (2004)10 suggested that destination images can be changed continuously. 
That means that destination images are developed over a long period of time 
through means of communication, books or history and called organic images. 
Marketers, then, attempt to improve those organic images and create the induced 
ones. When they manage to persuade consumers to experience the destination, the 
experiential images are created.  
  
                                                 
10
 Perungodi Naidoo & Prabha Ramseook-Munhurrum, (2012). The brand image of a 
small island destination: The case of Mauritius. Global Journal of Business research, 
Vol. 6, No.1. 
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1.3 Critical Success Factors for Building Destination Brand Strategy 
Keller (2000)11 assessed some of the strongest brands in the world and identified the 
most successful characteristics that destination marketers should take into 
consideration in order to develop a brand strategy. These characteristics may not be 
observed at destinations but generally can be used from marketers to make 
comparisons on brands. Thus, a brand should:  
 Deliver the desirable benefits to customers 
 Be relevant to customers. That means to stay in tune with customers’ 
changing tastes and travel trends, as well as to invest on improvements to 
maintain destination experience and develop new attractions and facilities 
fitting with the destination brand. 
 Offers value for money is an important destination determinant for travelers. 
That valuation though is deduced from the perceptions of customers in target 
markets. 
 Be positioned accurately in the market by offering the value that intends to 
give. In this way it tries to distinguish itself for the clutter of destinations. 
 Be consistent and not confuse the market; via communication is delivered 
the brand’s values.  
 It is crucial a destination be seen as an umbrella brand with individual 
products as sub – brands. A destination brand family tree may range from 
destinations’ brand to local tourism businesses level.  
 A variety of advertizing methods is critical so as to be enhanced consumer-
brand equity.  
 The understanding of meaning that brand has on customers is important in 
order managers to develop a strategy that will correspond brand identity to 
brand image. 
 The brand needs support which leads to sustainability over the long-run.  
                                                 
11
 Keller, P.. (2000). Destination marketing: Strategic areas of inquiry. In M. Manente 
&M. Cerato (eds), From Destination to Destination Marketing and Management 
(p.p.29-44). 
  -20- 
 Be developed a management brand-equity system aiming to communication 
among stakeholders and marketers, to maintain the value of resources. 
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CHAPTER 2 
2.1 Brand Management 
Apart from managing the basic activities of branding, which discussed previously, 
brand management includes the decision of choosing the most appropriate strategy 
of how to build a brand.  
Martin Boisen, Kees Terlouw & Bouke van Gorp, (2010)12, talked about the selectivity 
of place branding. They discussed about place brands as being limited forms of 
geographical representations and place branding as a highly selective process. The 
findings concerning place branding imply market segmentation and a kind of control 
above specific target-groups, by excluding others. This fact can create inequalities 
between different groups.  
In a similar pattern was the research presented by Seabastian Zenker, Evelyn 
Knubben and Suzanne C. Beckmann (2010)13, during the 6th International 
Conference in Brand Management. They discussed about the diversity of place brand 
perceptions among consumers. The empirical research, indeed, showed the different 
brand associations among target-groups. Thus, they conclude that it is important 
that marketers develop an umbrella brand supported by sub-brands and 
communicate them differently according to the referred target-audiences. 
Later on, Carina Ren and Bodil Stilling Blichfeldt, (2011)14, attempted to examine 
simplicity in place branding. They raise the question if clear images are the only 
options in place branding. Thus, they assessed the case of a Polish town of Zakopane 
as a tourist destination. Although traditional marketing supports the idea of 
communicating one clear image by DMOs, the case pointed out how it is possible to 
develop and spread more than one destination identities. Destination identity based 
                                                 
12
 Martin Boisen, Kees Terlouw & Bouke van Gorp, (2010). The selective nature of 
place branding, Utrecht University, Utrecht, the Netherlands. 
13
 Seabastian Zenker, Evelyn Knubben, Suzanne C. Beckmann, (2010). Your city, my 
city, their city, our city- Different perceptions of a place brand by diverse target 
groups, Thought Leaders in Brand Management, Lugano-Switzerland. 
14
 Carina Ren & Bodil Stilling Blichfeldt, (2011). One clear image? Challenging 
simplicity in place branding, Scandinavian Journal of Hospitality and Tourism, Vol. 11, 
No. 4, 416-434. 
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on the multiplicity of resources, physical structures and local practices, not only 
create a heterogeneous depiction, but a more reliable one.   
Over time, different strategic place branding models have been created and different 
approaches incorporated. All of them contributed on the literature formation, yet 
little validated through empirical tests.  
Sonya Hanna and Jennifer Rowley (2013)15, proposed a Strategic Place Brand 
Management model (SPBM), by presenting its various components in comparison to 
the existing models. These components are interrelated and include brand 
evaluation, infrastructure (regeneration), stakeholder engagement (management), 
brand leadership, brand identity, brand architecture, brand articulation, brand 
communications, word of mouth, and brand experience.  
 
Figure 2.1.a: SPBM Model - Component Relationship from the practitioners’ perspective   
The empirical research conducted to test the relevance of the components as 
indicated by the processes of various practitioners. The findings confirmed the 
relevance of the 10 components of the model and the relationships among them.      
What practitioners were also asked was to give an understanding of the structural 
meaning of those components.  
Although the necessary components were identified, it was not attempted their 
application in a real case study strategic brand development. As place branding is a 
relatively new marketing concept, it is observed a limited reference on how place 
                                                 
15
 Sonya Hanna & Jennifer Rowley, (2013). A practitioner-led strategic place brand-
management model. Journal of Marketing Management, Vol.29, Nos. 15-16, 1782-
1815 
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brand development strategies have been developed over time. That’s what the 
particular study is seeking to advance by taking the aforementioned model as a 
strategic tool towards a framework of developing and managing a place-brand. 
In the particular SPBM model a strong focus placed on the stakeholders’ 
engagement and management, as the research participants commented that reality 
of a place is derived from stakeholders’ aspirations. This relates to brand identity, for 
which it is stated that it is the essence of the place as determined by its stakeholders.   
That view is also strengthened from another research, which showed that the more 
the stakeholders involved in branding process, the more it matters, which leads to a 
clearer brand concept and a more effective one (Erik-Hans Klijn, Jasper Eshuis and 
Erik Braun, 2012). 
Campelo et al (2013)16, by conducting a research on Chatham Islands of New 
Zealand, attempted to understand what constitutes sense of place as experienced by 
local residents. The results determined that time, ancestry, landscape and 
community identify their sense of place. The same study, simultaneously, formed a 
sense of place model aiming to affect the way an effective destination branding can 
be formed by placing residents at the centre of branding strategy. 
Place branding is heavily reflects the perceptions and associations of a number of 
stakeholders involved in place branding. Stakeholders include the residents, activist 
groups, competitors, local businesses, employees, national, regional and local 
government, national business chains and tourists17. More specifically, the internal 
stakeholders are people who work for a government entity (city employees), while 
the external ones are the residents, business owners and tourists. 
Smitha Vasudevan (2008), additionally, discussed about the role of internal 
stakeholders in destination branding. She stated that the brand vision of a place 
should be in accordance with the voice of its internal stakeholders. She added that it 
is important their (stakeholders’) thoughts, feelings and concerns are heard when 
                                                 
16
 Adriana Campelo, Robert Aitken, MareeThyne and Jurgen Gnoth, (2013). Sense of 
place: The importance for destination branding, Journal of Travel Research, Vol.53 
(2), 154-166. 
17
 The same as 11, p. 1787 
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developing a place brand. Overall, they are the place and their role is essential in 
place branding.  
In conclusion, the following research is attempted to assess the discussed 
stakeholder engagement and the perceived identity, by placing the survey into a real 
case study. That will lead towards the execution and managing of a place branding 
strategy. Therefore, the questions will be addressed in ‘Which are the various 
stakeholders and their background?’, ‘What are the experiences and associations of 
the external stakeholders?’, ‘How the island is perceived by its local residents?’, 
‘What are the characteristics that make the island what it is?’. ‘What do we want to 
be known for?’. 
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CHAPTER 3 
3.1 Kythira as Brand 
The research context is the Kythira Island. 
Kythira is a medium-sized Greek island covering 
284 sq. km. The general geomorphologic image 
is semi dominant with a low plateau of 200-300 
meters, but often broken by fertile valleys and 
wooded ravines. It is in the south of 
Peloponnesus and surrounded by three seas, 
making it a favorable passing point to and from 
the eastern Mediterranean. 
In terms of infrastructure Kythira have a modern and fully staffed airport, and three 
operating ports Diakofti, Agia Pelagia and Kapsali, thus making it possible to connect 
both the island and mainland Greece, and the ports of Antikythira and Crete, which 
however are invited annually to ensure local authorities due to difficulties that are 
opposed with the shipping companies. 
The local residents are about 4.000, whose mean age is 45 years old and their basic 
employment regards the services sector18. Indeed, tourism occupies a large part of 
tertiary sector and supports significantly the island's economy, providing many jobs. 
Over the last years, Kythira has an increased tourist arrival and a widespread good 
reputation. Visitors of different backgrounds and of several nationalities are 
attracted all year round, which has led to the extension of the tourist season and the 
intense construction activity in terms of hotel facilities. Special emphasis is given to 
the religious tourism because of the numerous churches and chapels and the ‘Lady 
Myrtidiotissa’ celebrated on September 24, which carried massive influx of people 
from all parts of Greece. Furthermore, because of the morphology, history and 
culture of the island, it is favoring the alternative tourism.  
The unique landscape has been ranked lots of times through the media and the 
island as a destination has been communicated even more through entertainment 
                                                 
18
 Hellenic Statistical Authority, 
http://www.statistics.gr/portal/page/portal/ESYE/PAGE-interactive-census-map 
(Accessed 14 Sept 2014) 
Figure 3.1.a: The Logo of 
Municipality of Kythira 
Περιεχόμενα 
Δεν βρέθηκαν καταχωρήσεις 
πίνακα περιεχομένων. 
ure 3.1.a: Logo of the Municipality 
of Kythira 
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and information TV programs,  TV series, tourist exhibitions and printed or digital 
press highlighting in this way its characteristic scenery and beaches, its culture and 
its traditional tastes.  
The brand of Kythira can be found written as ‘Kythira’ or ‘Kythera’ in the media. Yet, 
no formal place brand strategy has been executed till now. However, some of the 
images that are indicative of the island are the following:  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.1.b: Kaladi is usually the 
beach that is communicated in media 
and press to promote the beaches of 
Kythira. 
 
Figure 3.1.c: Neraida or Fonissa Waterfalls is an 
indicative place of the Island’s natural beauty. 
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Indeed, every promoting trying has been implemented till now aims to communicate 
those physical, historical, or cultural attributes. Some recent characteristic examples 
are the below: 
 The promoting spot of Attica region that posted on 201319, in the context of 
the promotion of Attica region islands. 
 The broadcasting of cultural events that took place on the island and can 
influence positively the attraction of visitors. It is worth noted the recent 
project on ‘Return to Antikythera’20, which referred to the investigation of 
the shipwreck of 
Antikythera21 and which 
accompanied by a 
sponsor event took place 
on Kythira and gained a 
worldwide follow from 
media. 
                                                 
19Attica Region, Kythera & Antikythera - Athens Attica Islands, 
https://www.youtube.com/watch?v=PXL6yGAPgPY (Accessed 11 Oct 2014) 
20
 Antikythera is the island in the south of Kythira, which together form a common 
municipality.  
21
 Woods Hole Oceanographic Institution, ‘Return to Antikythera’, Available: 
http://antikythera.whoi.edu/ (Accessed 11 Oct 2014) 
Figure 3.1.e: Findings from the shipwreck of 
Antikythera 
Figure 3.1.d: The Castle of Chora Kythira as an element of island’s 
history 
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 Individual trying, meaning private advertizing websites and press, which aim 
to promote the Island, by spreading news and inform upcoming visitors. 
 
    
 
 
 
  
Figure 3.1.f: Examples of the Logos from tourism websites of Kythira 
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CHAPTER 4 
4.1 Research Methodology 
To approach the study, first an exploratory research took place in order to realize the 
existing theory about the concept wanted to be examined.  
Exploratory research begun with a review of secondary data, meaning published 
data, or literature that was discussing similar cases regarding place branding. In this 
way, it was defined what was already known and what new data was required and 
determined the best research design, along with the best data collection method 
and selection of subjects. 
Thus, desiring to examine the issue of place branding I was driven to the need of 
examining how place-brand management should become. More specifically, it seems 
that the starting point is the recognition of the place identity as the core brand 
essence. An accurate identity can position the brand correctly. No one else but the 
island’s stakeholders can lead to that identification. The aforementioned literature 
review lead to the understanding of the way by which will be assessed the perceived 
image of visitors for the destination and the residents’ sense of the place they live in.   
Nothing else but a real case study could be the best choice for understanding the 
process and meanings of place brand implementation. Hence, the next stage of the 
research includes a descriptive analysis of the characteristics of the place examined, 
which is Kythira Island, as long as thoughts as perceived by its stakeholders. The 
most appropriate technique at the particular time for conducting this analysis was 
the distribution of questionnaires22 to them so as their perceptions to be measured. 
Non-probability sampling method was the most feasible and practical to be used due 
to the limited time for the research and the difficulty on identifying a satisfactory 
sample of different target groups of respondents. In addition, my personal 
convenience was taken into consideration regarding the distribution of the 
                                                 
22
 The questionnaire was based on a  survey conducted by the ‘City Branding 
Surveys’ tool, which aims to assess the views of different stakeholders for every 
place in Greece and provide an important feedback to local governments for 
improvements. The developer is Tzouvelekas Manolis from whom it has been taken 
the right for use. It can be found at: 
http://citybrandingsurveys.blogspot.gr/p/surveys.html  
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questionnaires and the most readily available sample to participate in the study, 
those were friends that had previously visited the island or relatives and people 
close to me originating from Kythira or working there. As such the sample is 
considered both convenience and snowball, since the first participants refer to other 
ones to respond. Additionally, my personal experience was used in particular cases, 
meaning that the selecting sample elements were chosen for a specific purpose 
regarding my judgment. Those sample elements were the knowledge on the specific 
issue of place branding or the educational level, so as to exist a kind of expertise. 
Among others, the sample included the mayor of the island and the responsible 
tourism promotion councilors, public servants and people engaged with tourism. 
However, the basic desire was a heterogeneous sample of respondents due to the 
survey’s nature. Diversity of beliefs and feelings were necessary in the formation of 
the final idea. 
A sample of 126 people, either residents or seasonal employees and visitors, were 
surveyed over a week. The survey took place through the online application of 
Google Drive and the questionnaire was sent through messages and emails to 
various people, either residents or visitors translated in Greek language. Answers to 
the questions then used to describe the populations’ beliefs, thoughts and 
experiences. Prior to that, a pilot testing was conducted from 10 people of different 
background to test the goodness of the questionnaire. After data were collected 
results were tabulated and summarized statistically, and conclusions drawn.  
 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Male 54 42,9 42,9 42,9 
Female 72 57,1 57,1 100,0 
Total 126 100,0 100,0  
 
Table 4.1.a: Gender of Respondents (source: researcher’s work)  
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 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
<20 8 6,3 6,3 6,3 
20-30 52 41,3 41,3 47,6 
30-40 30 23,8 23,8 71,4 
40-50 25 19,8 19,8 91,3 
>50 11 8,7 8,7 100,0 
Total 126 100,0 100,0  
Table 4.1.b: Age of Respondents (source: researcher’s work)  
 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Arts 4 3,2 3,2 3,2 
Bussinessperson (general) 17 13,5 13,5 16,7 
Economics 1 ,8 ,8 17,5 
Employee 45 35,7 35,7 53,2 
Engineer 6 4,8 4,8 57,9 
Farmer 3 2,4 2,4 60,3 
Freelance 1 ,8 ,8 61,1 
Health 3 2,4 2,4 63,5 
Householding 4 3,2 3,2 66,7 
Journalist 2 1,6 1,6 68,3 
Lawyer 2 1,6 1,6 69,8 
Student 21 16,7 16,7 86,5 
Teacher 1 ,8 ,8 87,3 
Tourism Bussinessperson 12 9,5 9,5 96,8 
Unemployed 4 3,2 3,2 100,0 
Total 126 100,0 100,0  
Table 4.1.c: Profession of Respondents (source: researcher’s work)  
 
Some limitations on the chosen method could be the examination of views on a 
specific limited time. A better accuracy on the results could be achieved after a long-
term survey by examining a wider sample of people concerning their ethnicity if we 
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refer to tourists, their reason of visitation or staying if we refer to seasonal 
employees and their background if we talk about residents.  
Moreover, it could be a good method an observatory research, regarding the 
behavior of people during their visitation, staying and their every day interactions 
with the place. Interviews, therefore, qualitative research could be an even effective 
method so as to be given more open and free answers about the issue.   
Overall, in order a place brand identity to be developed and retain its sustainability 
over time it is required a continuous examination of its internal and external 
stakeholders’ perceived view and the assessment of the place’s brand identity 
performance over an extended period of time. 
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CHAPTER 5 
5.1 Findings and Discussion 
The study was carried out using a common questionnaire for both internal and 
external stakeholders with close questions and some open ones. The field of analysis 
was realized from 9 September ’14 to 18 September ’14. The survey generated 126 
completed questionnaires, which then analyzed through the SPSS statistical 
program.   
In the first part of the questionnaire they are measured general characteristics of the 
responders regarding their relationship with the place, the generated associations 
and the essence of the place after hearing the name of it, attempting to measure 
what the island should be known for. Then, they are examined the strengths and 
weaknesses as perceived by stakeholders, in order to identify the perceived benefits 
for the targeted audiences. After that, it is conducted the assessment of different 
parameters crucial for the island to measure stakeholders’ satisfaction.  Finally, the 
questionnaire proceeds with demographics to form the background of respondents 
and they are asked to rank their overall experience, which is vital for the brand 
evaluation. 
5.1.1 GENERAL CHARACTERISTICS AND DEMOGRAPHICS 
The data shows that the responders are mainly divided into residents and visitors by 
49.21% and 41.27% respectively and a lower rate of 9.52%, who are workers, 
meaning that they either decided to live to the island after a long stay due to their 
employment, or they are temporary employees, or even more they are seasonal 
residents coming for work (see Figure 5.1.1.1). It is worth to mention that the 
different responders-stakeholders were categorized into the aforementioned 
clusters for convenience in the measurement of the results and knowing that the 
aforementioned groups are the most common on a place’s society, let alone on an 
island. 
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Figure 5.1.1.1: Types of Stakeholders (source: researcher’s work)  
The majority of stakeholders are highly educated presenting a diversified academic 
background23 related to social and political sciences, finance and economics, 
education and health and technical sciences. All these are 44.4% of the sample; 
while it is observed a rate of 30.2%, whose education is connected with service 
provision (see Table 5.1.1.a).  
 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Agriculture 7 5,6 5,6 5,6 
Communication 10 7,9 7,9 13,5 
Other 56 44,4 44,4 57,9 
Service provision 38 30,2 30,2 88,1 
Shipping 3 2,4 2,4 90,5 
Tourism 12 9,5 9,5 100,0 
Total 126 100,0 100,0  
Table 5.1.1.a: Education of Respondents (source: researcher’s work)  
                                                 
23
 Other on Table 5.1.1.a relates to the responses regarding the various educational 
statuses of responders. 
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Indeed, 35.7%24 of them are together public, municipal and private servants and 23% 
of them are businesspeople on either tourism or generally. Additionally, a high 
percentage of 16.6% is students, meaning that the aforementioned index of 
education may derive from them (see Figure 5.1.1.2). 
 
[List of Tables 1: General characteristics, page 57, Appendix] 
 
[List of Tables 2: Demographics, page 58, Appendix] 
 
 
 
 
Figure 5.1.1.2: Profession of Respondents (source: researcher’s work)  
5.1.2 STAKEHOLDERS’ ASSOCIATIONS 
It then attempted to be measured the associations related to Kythira Island 
expressed by the examined visitors and views arising from local people. The question 
was about concepts that come to their mind when they hear of the island’s name. It 
                                                 
24
 The private, public and municipal servants of the survey presented on Figure 
5.1.1.a were coded for convenience as ‘Employees’. 
  -36- 
should be mentioned that due to the qualitative nature of the responses; Yes-No-
Little, the results were coded in 1-0-2 respectively for convenience on measurement. 
Thus, taking the most significant concepts according to the respondents’ 
perceptions, the interviewed people have a positive impression of the island (see 
Figure 5.1.2.1) and the 88.1% would tell to their friends about it (65.4% and 58.3% 
respectively for visitors and workers). Moreover, the analysis shows that 84.1% of 
the sample associates the island’s name with ‘Relax’ (85.5%, 84.6% and 75% 
respectively for residents, visitors and workers). In addition, 83.3% of the sample 
connects Kythira with the ‘Sunshine’ (the view of visitors’ is dominant by 88.5%), 
followed by the ‘Unforgettable’ (for the 79.4% of the responders of the total sample, 
84.6% of the visitors), and then by ‘Wind’ (for the 83.3% of the total sample, 87% of 
the residents). Moreover, the analysis of Kythira indicates that ‘Hospitality’ is a 
concept that measures by 69% of the total sample, 73% for the visitors, followed by 
‘Nice Food’ (68.3% of the total respondents, 78.8% of the visitors), followed by 
‘Nostalgia’ (66.7% of the total sample, 75% of the visitors) and ‘Cozy’ for the 67.7% 
of the residents from the total sample of 65.9%. Some other free views expressed 
from participants independently, which referred to sea, alternations of nature and 
different feelings, such as mystery, isolation, memories, smells, etc.  
Nevertheless, a high percentage of 54.8% of the total sample perceive that the island 
has low ‘Strength’ and ‘Sustainability’, seems to be reasonable for an isolated island.  
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Figure 5.1.2.1: Stakeholders’ Associations (source: researcher’s work)  
 
[List of Tables 3: Stakeholders’ Associations, page 60, Appendix] 
 
5.1.3 STRENGTHS AND WEAKNESSES - PERCEIVED IMAGE 
The analysis of destination perceived image was based on a ‘Yes-No-Little’ scale too, 
where the results coded again in 1-0-2 respectively. The question that posed was 
asking to assess the island’s image as viewed by visitors and the values derived from 
the local community, by responding to a number of proposed characteristics. As a 
result, the basic perceived indicator is the ‘Beautiful spots’ that the island has, which 
is an idea reflected by the whole sample (98.4%) (see Figure 5.1.3.1.a). Furthermore, 
a high percentage of 97.6% of the sample agreed that the island was ‘Impressed in 
their memory’ (and is mainly the view of the workers and visitors, of 100% and 
98.1% respectively). It then follows the view that Kythira is ‘Worth visiting’ (93.7% 
for the responders of the total sample, of 98.1% of visitors), followed by the fact that 
‘Each time of visitation it shows something new’, an answer which may indicates 
continuous alterations for the permanent community and lots of changes for the 
guests when they repeat their visitation (for the 67.5% of the total sample, 67.7%, 
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  -38- 
67.3% and 66.7%, of the residents, visitors and workers respectively). After that, it 
comes the ‘Architectural tradition’ that perceived highly by the residents by 72.6% of 
the total sample of 64.3%, followed equally by ‘Respect of the island’s past’ and ‘The 
satisfying gastronomic and taste experiences’ by 57.9%; which both views emerged 
from visitors (69.2% and 65.4% respectively). 
 
Figure 5.1.3.1.a: Perceived Image of tourists and values related to residents – Strengths 
(source: researcher’s work)  
Notwithstanding the distinctive positive image of Kythira, the survey demonstrated 
some weaknesses regarding the opportunities for development in both technology 
and visitation (see Figure 5.1.3.1.b). More specifically, an absolutely negative answer 
was given to the questions about ‘Publicity of green technologies and investments’ 
by 46% and to ‘Utilization of possible promotional spots (ship, plane, taxi)’ by 46%, 
too. Additionally, a more moderate view but still negative was expressed about the 
limited ‘Participation of the island on International Feasts and activities’ (65.1%), 
followed by the ‘Provision of updated and adequate informational material’ (54%). 
Indeed, both residents, visitors and workers, expressed their concern about the 
island’s presence on the Internet and media, by respectively 46.8% and 51.6%. 
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Figure 5.1.3.1.b: Perceived Image of tourists and values related to residents - Weaknesses 
(source: researcher’s work) 
 
[List of Tables 4: Image – Values, page 69, Appendix] 
 
Simultaneously, stakeholders were asked if they informed about a place from the 
official websites of places prior to their visitation to them. The responds were 
positive to 43.6% percent (see Figure 5.1.3.1).  
 
Figure 5.1.3.2: Percentage that informed from the official website (source: researcher’s 
work)  
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While, when they were asked to evaluate the official website of Kythira, they were 
not seemed to be satisfied. Particularly, the basic problem appears in the limited use 
of foreign languages. 52.4% of the total sample considers that it is not a multilingual 
website and provides relatively poor content (43.3% of the total sample) (see Figure 
5.1.3.3).  
 
Figure 5.1.3.3: Assessment of the official website (source: researcher’s work) 
Regarding the source of information, stakeholders informed about the island from 
‘their family’ (48.4% of the total sample) and ‘their friends’ (23% of the total sample). 
This is an indication on how personal experience is conveyed and affects others. 
 
Figure 5.1.3.4: Source of information (source: researcher’s work)  
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5.1.4 STAKEHOLDERS’ SATISFACTION  
The assessment of the parameters anthropogenic – physical environment, 
infrastructure and recreation are used to capture the residents’ sense of their place 
together with the experiences that visitors gained after their visitation. Thereby, 
their concerns and feelings may help to the brand development. The question that 
placed here, regards their satisfactory level about different indicators that suit to the 
island’s distinctiveness. The first of these indicators shows that the higher value 
(measured on a five level scale: 0=not satisfactory at all, 4=ideal)25 perceived from 
stakeholders is ‘Natural Environment’ (46.8%), followed by ‘Friendly people’ (36.5%), 
‘Religious Tourism’ (34.1%) and ‘Air traffic network’ (21.4%). Below are presented 
graphically the results for each group of responders (see Figures 5.1.4.1a, 5.1.4.1.b, 
5.1.4.1.c, 5.1.4.1d). 
 
 
Figure 5.1.4.1.a: Assessment of the parameter ‘Natural Environment’ (source: researcher’s 
work)  
                                                 
25 For convenience the answers are coded into 0=not satisfactory, 1=average, 
2=satisfactory, 3=very satisfactory and 4=ideal.  
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Figure 5.1.4.1.b: Assessment of the parameter ‘Friendly People’ (source: researcher’s work)  
 
Figure 5.1.4.1.c: Assessment of the parameter ‘Religious Tourism’ (source: researcher’s 
work) 
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Figure 5.1.4.1.d: Assessment of the parameter ‘Air Traffic Network’ (source: researcher’s 
work)  
However, there is a factor that present a high level of dissatisfaction, which is the 
‘Ports and ship network’, finding all types of participants to have a common view on 
that, by collecting an aggregated rate of 46.8%. Some other parameters are rated of 
average satisfaction regarding the ‘Public Infrastructure’ and the ‘Road Network’, by 
47.6% and 44.4% respectively. It should not be omitted the parameter ‘Alternative 
Tourism’, which at times is given as an identity to Kythira for the target group of 
visitors that it attracts. The research demonstrated the satisfactory view of visitors’ 
(36.5% of the total sample of 28.6%), while residents seems to have an averaged 
sense on that view (37.1% of the total sample of 26.2%).  
 
[List of Tables 5: Stakeholders’ sense of place and experiences, page 77, Appendix] 
 
5.1.5 EVALUATION 
Finally, the overall satisfaction for the island was measured via a five level Likert-type 
scale; 1= very negative experience gained, 5= very positive experience gained and 
  -44- 
the main result (see Figure 5.1.5.1) was a cumulative ‘Positive’ perception of 38.1% 
from the sum of the sample, derived mainly from visitors (46.2%) and workers 
(41.7%), meaning a high satisfactory level. As far as the lowest percentage of 
residents’ (30.6%) it could be explain that they are may happy and satisfied from 
their place hence, some of the aforementioned existing problems prevent them from 
having the very positive satisfactory level. 
The tourist presence is commonly accepted from stakeholders gathering a 46.8% 
percent totally (see Figure 5.1.5.2). The challenge is that interest be exploited over 
time. It is therefore the tourism product to be properly manageable as part of a 
general plan of action that will "give" in the municipality a strong brand name. 
 
 
  
Very Negative Negative Neutral Positive Very Positive 
What kind of visitor? 
Resident 
 2 4 20 19 17 
 3,2% 6,5% 32,3% 30,6% 27,4% 
Visitor 
 1 0 1 24 26 
 1,9% 0,0% 1,9% 46,2% 50,0% 
Worker 
 1 0 4 5 2 
 8,3% 0,0% 33,3% 41,7% 16,7% 
Total 
 4 4 25 48 45 
 3,2% 3,2% 19,8% 38,1% 35,7% 
Table 5.1.5.a: Overall experience and satisfaction (source: researcher’s work) 
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Figure 5.1.5.1: Total gained experience (source: researcher’s work)  
 
 
Figure 5.1.5.2: Presence of tourist interest (source: researcher’s work)  
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CHAPTER 6 
6.1 Conclusions and Recommendations 
In the research has been analyzed the role of destination branding as a tool to 
manage place identity. As far as the development of branding is concerned, different 
strategies were assessed. Thus, the literature review on marketing theory, helped on 
understanding concepts regarding branding and its contribution on places. Then, 
they were analyzed the basic components of branding, which are the main activities 
on developing and managing a brand. Apart from that, building a brand presupposes 
a successful strategy, for that reason various branding models existing in travel and 
tourism academic area were assessed to end up at the SPBM. It is referred that the 
starting point is the recognition of place identity as the core brand essence. 
Coherently, no one but the stakeholders of a place are the most appropriate on 
doing that based on their association analysis, the sense of place and experiences 
gained and, also the overall experience and satisfaction of the place. The purpose of 
the study was to go towards the execution of that strategic model by taking as a case 
the Island of Kythira. The empirical analysis carried out has allowed identifying basic 
elements composing the identity of the Island as expressed by internal and external 
stakeholders, while simultaneously it is given a proposed way of managing the 
brand. More specifically: 
Brand Evaluation 
The results showed that the overall experience and satisfaction were positive. 
Respondents stated that Kythira is a destination whom when they hear of, they want 
to propose it to their friends along with the view that it presents a tourist interest, 
both acting as a good feedback for brand evaluation. This is an action that 
admittedly enhances the brand knowledge and loyalty and contributes on marketing 
activities.  
Brand Experience 
Various experiences were expressed that associated the island as a place of: 
 calmness and isolation,  
 ideal for relaxing,  
 thinking and dreaming,  
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 variations on weather conditions, with sunshine and wind 
 lots of hospitality and warmth 
 nice food 
 creating nostalgia and feelings of mystery 
Therefore, branding could be moved towards those attachments in order to create a 
valuable promise to the user. Towards this end could lead the collaboration of 
stakeholders, meaning the local authorities and businesspeople of tourism, to create 
a sustainable environment and a satisfying level of providing services and goods. 
Infrastructure (Regeneration) 
In relation to the above, stakeholders were called to rank attributes of the island’s 
infrastructure and services, thus highlighting the strengths and weaknesses. 
It seems that strengths were determined by: 
 Beautiful spots 
 Architectural tradition 
 Respect of its past  
 Gastronomic tastes  
While the weaknesses presented on: 
 Green technologies and investments 
 Utilization of promotional spots 
 Participation on feasts and activities 
 Not updated and adequate informational and promotional material 
Moreover, their satisfaction was ensured for the physical environment and the 
friendly people and, also demonstrated for the air traffic network and the religious 
tourism, characteristics and values that could lead to the appointment of the target 
groups that suit to the destination.  
Brand Identity 
Brand identity is therefore, a construction of the aforementioned perceptions and 
values, which make the island what it is. Overall, the elements that compose it are 
the Physical Environment, History and Culture, Gastronomic Tastes and the typology 
of ‘Sun and Sea’ destination.  
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Figure 6: Elements that compose the Brand Identity (source: researcher’s work) 
Consequently, those elements could consist of the brand culture of place via its 
monuments and traditions and display the character and personality of brand, that, 
of a warm and hospitable place that respects its past and values, in parallel with an 
ideal destination for ‘getting away from it all’. 
Brand Architecture 
Literature proposes that in order for a place brand to be successfully created, 
important role plays the number of sub-brands derived from the existed 
communities.  Thus, the procedure of brand architecture is one that requires the 
identification of those public or private-sector communities, which will compose the 
accumulated umbrella brand of place. More specifically, some of those communities 
could contain: 
 Luxury hotels and traditional restaurants, which desire to use their own 
brands to attract customers in connection with promotional actions as the 
ideal island for relaxing holidays to attract visitors.   
 Airlines, as the air network is among the beneficial attributes of the island, so 
they could move towards a similar way. 
BRAND 
IDENTITY
PHYSICAL 
ENVIRONMENT
HISTORY 
& 
CULTURE
GASTRONOMIC 
TASTES
SUN & SEA
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 Churches could also benefit the religious character of place to attract specific 
target group of visitors all year time, or even to increase ceremonies 
(weddings, baptisms) take place on them from visitors, especially during the 
summer period.  
 Local authorities within the trying to communicate the municipal and the 
benefits of the place, meaning its history, sightsee and nature.  
 Attica region under the campaigns to communicate its islands as tourist 
destinations. 
 Local communities that organize traditional fests, showing in this way a place 
that respects its past and traditions. 
 Local Producers in order to promote their products26 and associate them with 
the place of their origin. 
Brand Articulation 
Based on the elements that compose the island’s brand identity should be 
developed the brand articulation, meaning the logo, slogan, colors and photographs 
that will create the attachment with the place. Basically, it will be the link between 
the brand identity and brand communication. Hence, the logo could be composed of 
images from historical or natural spots of the island that create the specific emotions 
as described above after the assessment of the stakeholders’ experiences, like 
calmness, mystery and isolation, feelings, which in turn would be conveyed through 
the slogan.    
Brand Communications 
What could contribute to the effective promotion of the island would be the 
development of a clear communication strategy, which will communicate the brand 
identity along with the values of stakeholders and the promise that they would 
desire to give to the expected visitors.  
However, it was strongly expressed a concern about limited promotional activities 
and lack of communication of the Island, sounding reasonable as there is little 
                                                 
26
 The oil, honey, pasta, and the known Kytherian nuts are local products exported in 
Greece and abroad. Some others such as dairy products and the local drink of 
‘fatourada’ have neither been exploited nor have a PDO. 
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engagement by official marketing organizations, and no official branding strategy has 
ever been followed. Possible efforts could be:  
 The increasing presence on fests and exhibitions, meaning of tourism and 
cultural exhibitions 
 More utilization of promotional spots, like the airports and means of 
transports, and tourism businesses, like travel agencies and hotels 
 Updated and adequate promotional material, like brochures, maps and 
tourist guides 
 The development of an advertising spot for the island and its spread on 
media and social media 
 It seems that websites are the main source of information for every expected 
visitor; therefore their role is vital, let alone the successful development of 
the official page of the island 
 By improving of the maritime transport and reinforcing the overhead 
network with more connections worldwide in order to increase awareness 
for the destination 
 By enhancing the image of the island, meaning implementing actions 
regarding the cultural wealth, i.e. ‘the Antikythera shipwreck’ that boosted 
the islands’ awareness worldwide 
 Participation on environmental and social actions. A move towards sensitivity 
and responsibility, creating in this way a sustainable image 
Word Of Mouth (WOM) 
The research showed that the main source of information about Kythira was family 
and friends. This implies that although WOM is an informal mean of communication, 
it is the most effective one in the communication of brand experience. Hence, it is 
important WOM be seen as a context on branding strategy, which takes into 
consideration its consumer advocates; in our case residents as the main 
stakeholders. Residents are those that primarily experience the benefits of the place, 
so they have to be satisfied to convey it to others.    
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Stakeholders Engagement (Management) 
Brand infrastructure section leads to the derivation of the possible stakeholders. 
Those can be: 
 The Local Government and Public Authorities 
 Tourism Agencies 
 Public Servants 
 Businesspeople that are connected directly or indirectly with tourism 
 Visitors of specific target groups, i.e. religious, rest-seekers 
 Residents 
 Priests and church committees 
Therefore, those can form the sense of place and transmit the experiences that they 
desire to reflect to attract specific target groups.  
Brand Leadership 
Stakeholders alone are not adequate without the appropriate leaders, who will align 
the formers and direct them under common objectives. Hence, the generation of 
leadership is crucial, so as to contribute on the development of a brand charter, 
which will describe their mission and vision for the Island, and will give the right 
guidelines on managing the brand.  Finally, that would lead to position it accurately 
and developing a brand image pertinent to the stakeholders’ aspirations and of 
meaning on target customers. 
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6.2 Limitations 
From a methodological point of view, the present exploratory research has its limits 
in the way that it should be assessed the view of a higher sample of responders. 
Given the fact that the research attempted to measure inter alia the perceptions of 
visitors it should be more accurate a higher sample. Another limitation is considered 
the period conducted the survey. It would be preferable during the summer months 
when the visitors are much more and the sample varies as far as the age and origin is 
concerned. In addition, the method incorporated could be considered to be biased 
from someone due to the way the questionnaires were distributed.  
Because of these limitations, future research could be needed in the form of 
qualitative research, so as more general perceptions and experiences of stakeholders 
could be recorded, free from a simple coding of associations as presented in the 
questionnaire. More particularly, the methodological approach of different papers 
showed that the most accurate way conducting a survey like this, is a two-stage 
assessment of views. The first one involves the testing of local stakeholders and 
policy makers and the second one the interviewing of tourists. It should not be 
omitted that an accurate research usually needs to be repeated after sometime on 
the same people, in order to compare the results with the initials. 
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Appendix  
List of Tables 1: General Characteristics  
Types of stakeholders 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Resident 62 49,2 49,2 49,2 
Visitor 52 41,3 41,3 90,5 
Worker 12 9,5 9,5 100,0 
Total 126 100,0 100,0  
 
 
Times visited the island 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
I live here 69 54,8 54,8 54,8 
1 18 14,3 14,3 69,0 
2 1 ,8 ,8 69,8 
3 3 2,4 2,4 72,2 
4 1 ,8 ,8 73,0 
5 4 3,2 3,2 76,2 
More than 5 30 23,8 23,8 100,0 
Total 126 100,0 100,0  
 
 
Reason of visitation 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Resident 59 46,8 46,8 46,8 
Recreation 49 38,9 38,9 85,7 
Labour/Work 12 9,5 9,5 95,2 
Seasonal 6 4,8 4,8 100,0 
Total 126 100,0 100,0  
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List of Tables 2: Demographics 
 
Gender of Respondents 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Male 54 42,9 42,9 42,9 
Female 72 57,1 57,1 100,0 
Total 126 100,0 100,0  
 
 
Age group of Respondents 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
<20 8 6,3 6,3 6,3 
20-30 52 41,3 41,3 47,6 
30-40 30 23,8 23,8 71,4 
40-50 25 19,8 19,8 91,3 
>50 11 8,7 8,7 100,0 
Total 126 100,0 100,0  
 
 
Level of Education 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Bachelor 77 61,1 61,1 61,1 
High School 21 16,7 16,7 77,8 
Master 26 20,6 20,6 98,4 
Primary School 2 1,6 1,6 100,0 
Total 126 100,0 100,0  
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Education of Respondents relates to 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Agriculture 7 5,6 5,6 5,6 
Communication 10 7,9 7,9 13,5 
Other 56 44,4 44,4 57,9 
Service provision 38 30,2 30,2 88,1 
Shipping 3 2,4 2,4 90,5 
Tourism 12 9,5 9,5 100,0 
Total 126 100,0 100,0  
 
 
Profession of Respondents 
 Frequency Percent Valid Percent Cumulative 
Percent 
Valid 
Arts 4 3,2 3,2 3,2 
Bussinessperson (general) 17 13,5 13,5 16,7 
Economics 1 ,8 ,8 17,5 
Employee 45 35,7 35,7 53,2 
Engineer 6 4,8 4,8 57,9 
Farmer 3 2,4 2,4 60,3 
Freelance 1 ,8 ,8 61,1 
Health 3 2,4 2,4 63,5 
Householding 4 3,2 3,2 66,7 
Journalist 2 1,6 1,6 68,3 
Lawyer 2 1,6 1,6 69,8 
Student 21 16,7 16,7 86,5 
Teacher 1 ,8 ,8 87,3 
Tourism Bussinessperson 12 9,5 9,5 96,8 
Unemployed 4 3,2 3,2 100,0 
Total 126 100,0 100,0  
 
 
 
 
  -60- 
List of Tables 3: Associations 
 
Whenever I heard of the city's name the following come to my mind: Cozy 
 Whenever I heard of the city's name the following come 
to my mind: Cozy 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 0 42 20 62 
% within What kind of visitor? 0,0% 67,7% 32,3% 100,0% 
Visitor 
Count 1 34 17 52 
% within What kind of visitor? 1,9% 65,4% 32,7% 100,0% 
Worker 
Count 3 7 2 12 
% within What kind of visitor? 25,0% 58,3% 16,7% 100,0% 
Total 
Count 4 83 39 126 
% within What kind of visitor? 3,2% 65,9% 31,0% 100,0% 
 
 
 
 
 
 
 
 
 
 
Whenever I heard of the city's name the following come to my mind: Relax 
 Whenever I heard of the city's name the following come to 
my mind: Relax 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 1 53 8 62 
% within What kind of visitor? 1,6% 85,5% 12,9% 100,0% 
Visitor 
Count 0 44 8 52 
% within What kind of visitor? 0,0% 84,6% 15,4% 100,0% 
Worker 
Count 0 9 3 12 
% within What kind of visitor? 0,0% 75,0% 25,0% 100,0% 
Total 
Count 1 106 19 126 
% within What kind of visitor? 0,8% 84,1% 15,1% 100,0% 
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Whenever I heard of the city's name the following come to my mind: Hospitality 
 Whenever I heard of the city's name the following come to 
my mind: Hospitality 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 1 41 20 62 
% within What kind of visitor? 1,6% 66,1% 32,3% 100,0% 
Visitor 
Count 1 38 13 52 
% within What kind of visitor? 1,9% 73,1% 25,0% 100,0% 
Worker 
Count 2 8 2 12 
% within What kind of visitor? 16,7% 66,7% 16,7% 100,0% 
Total 
Count 4 87 35 126 
% within What kind of visitor? 3,2% 69,0% 27,8% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Strength 
 Whenever I heard of the city's name the following come to 
my mind: Strength 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 14 18 30 62 
% within What kind of visitor? 22,6% 29,0% 48,4% 100,0% 
Visitor 
Count 7 13 32 52 
% within What kind of visitor? 13,5% 25,0% 61,5% 100,0% 
Worker 
Count 2 3 7 12 
% within What kind of visitor? 16,7% 25,0% 58,3% 100,0% 
Total 
Count 23 34 69 126 
% within What kind of visitor? 18,3% 27,0% 54,8% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Weakness  
 Whenever I heard of the city's name the following come to 
my mind: Weakness 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 26 10 26 62 
% within What kind of visitor? 41,9% 16,1% 41,9% 100,0% 
Visitor 
Count 31 2 19 52 
% within What kind of visitor? 59,6% 3,8% 36,5% 100,0% 
Worker 
Count 7 1 4 12 
% within What kind of visitor? 58,3% 8,3% 33,3% 100,0% 
Total 
Count 64 13 49 126 
% within What kind of visitor? 50,8% 10,3% 38,9% 100,0% 
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Whenever I heard of the city's name the following come to my mind: Wealth 
 Whenever I heard of the city's name the following come to 
my mind: Wealth 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 11 16 35 62 
% within What kind of visitor? 17,7% 25,8% 56,5% 100,0% 
Visitor 
Count 15 14 23 52 
% within What kind of visitor? 28,8% 26,9% 44,2% 100,0% 
Worker 
Count 0 6 6 12 
% within What kind of visitor? 0,0% 50,0% 50,0% 100,0% 
Total 
Count 26 36 64 126 
% within What kind of visitor? 20,6% 28,6% 50,8% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Nice Food 
 Whenever I heard of the city's name the following come to 
my mind: Nice Food 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 2 38 22 62 
% within What kind of visitor? 3,2% 61,3% 35,5% 100,0% 
Visitor 
Count 1 41 10 52 
% within What kind of visitor? 1,9% 78,8% 19,2% 100,0% 
Worker 
Count 1 7 4 12 
% within What kind of visitor? 8,3% 58,3% 33,3% 100,0% 
Total 
Count 4 86 36 126 
% within What kind of visitor? 3,2% 68,3% 28,6% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Fun 
 Whenever I heard of the city's name the following come to 
my mind: Fun 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 14 12 36 62 
% within What kind of visitor? 22,6% 19,4% 58,1% 100,0% 
Visitor 
Count 2 22 28 52 
% within What kind of visitor? 3,8% 42,3% 53,8% 100,0% 
Worker 
Count 0 2 10 12 
% within What kind of visitor? 0,0% 16,7% 83,3% 100,0% 
Total 
Count 16 36 74 126 
% within What kind of visitor? 12,7% 28,6% 58,7% 100,0% 
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Whenever I heard of the city's name the following come to my mind: Nostalgy 
 Whenever I heard of the city's name the following come to 
my mind: Nostalgy 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 5 37 20 62 
% within What kind of visitor? 8,1% 59,7% 32,3% 100,0% 
Visitor 
Count 2 39 11 52 
% within What kind of visitor? 3,8% 75,0% 21,2% 100,0% 
Worker 
Count 0 8 4 12 
% within What kind of visitor? 0,0% 66,7% 33,3% 100,0% 
Total 
Count 7 84 35 126 
% within What kind of visitor? 5,6% 66,7% 27,8% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Love 
 Whenever I heard of the city's name the following come to 
my mind: Love 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 2 41 19 62 
% within What kind of visitor? 3,2% 66,1% 30,6% 100,0% 
Visitor 
Count 8 31 13 52 
% within What kind of visitor? 15,4% 59,6% 25,0% 100,0% 
Worker 
Count 2 8 2 12 
% within What kind of visitor? 16,7% 66,7% 16,7% 100,0% 
Total 
Count 12 80 34 126 
% within What kind of visitor? 9,5% 63,5% 27,0% 100,0% 
 
 
Whenever I heard of the city's name the following come to my mind: Sorrow 
 Whenever I heard of the city's name the following come to 
my mind: Sorrow 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 35 6 21 62 
% within What kind of visitor? 56,5% 9,7% 33,9% 100,0% 
Visitor 
Count 35 8 9 52 
% within What kind of visitor? 67,3% 15,4% 17,3% 100,0% 
Worker 
Count 7 0 5 12 
% within What kind of visitor? 58,3% 0,0% 41,7% 100,0% 
Total 
Count 77 14 35 126 
% within What kind of visitor? 61,1% 11,1% 27,8% 100,0% 
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Whenever I heard of the city's name the following come to my mind: Sustainability 
 Whenever I heard of the city's name the following come 
to my mind: Sustainability 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 9 13 40 62 
% within What kind of visitor? 14,5% 21,0% 64,5% 100,0% 
Visitor 
Count 8 20 24 52 
% within What kind of visitor? 15,4% 38,5% 46,2% 100,0% 
Worker 
Count 3 4 5 12 
% within What kind of visitor? 25,0% 33,3% 41,7% 100,0% 
Total 
Count 20 37 69 126 
% within What kind of visitor? 15,9% 29,4% 54,8% 100,0% 
  
Whenever I heard of the city's name the following come to my mind: Wild Landscape 
 Whenever I heard of the city's name the following come to 
my mind: Wild Landscape 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 5 34 23 62 
% within What kind of visitor? 8,1% 54,8% 37,1% 100,0% 
Visitor 
Count 5 31 16 52 
% within What kind of visitor? 9,6% 59,6% 30,8% 100,0% 
Worker 
Count 0 8 4 12 
% within What kind of visitor? 0,0% 66,7% 33,3% 100,0% 
Total 
Count 10 73 43 126 
% within What kind of visitor? 7,9% 57,9% 34,1% 100,0% 
 
 Whenever I heard of the city's name the following come to my mind: Vividness 
 Whenever I heard of the city's name the following come to 
my mind: Vividness 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 8 24 30 62 
% within What kind of visitor? 12,9% 38,7% 48,4% 100,0% 
Visitor 
Count 2 33 17 52 
% within What kind of visitor? 3,8% 63,5% 32,7% 100,0% 
Worker 
Count 1 4 7 12 
% within What kind of visitor? 8,3% 33,3% 58,3% 100,0% 
Total 
Count 11 61 54 126 
% within What kind of visitor? 8,7% 48,4% 42,9% 100,0% 
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Whenever I heard of the city's name the following come to my mind: Faith  
 Whenever I heard of the city's name the following come to 
my mind: Faith 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 4 34 24 62 
% within What kind of visitor? 6,5% 54,8% 38,7% 100,0% 
Visitor 
Count 7 32 13 52 
% within What kind of visitor? 13,5% 61,5% 25,0% 100,0% 
Worker 
Count 2 5 5 12 
% within What kind of visitor? 16,7% 41,7% 41,7% 100,0% 
Total 
Count 13 71 42 126 
% within What kind of visitor? 10,3% 56,3% 33,3% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Unforgettable  
 Whenever I heard of the city's name the 
following come to my mind: Unforgettable 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 1 49 12 62 
% within What kind of visitor? 1,6% 79,0% 19,4% 100,0% 
Visitor 
Count 2 44 6 52 
% within What kind of visitor? 3,8% 84,6% 11,5% 100,0% 
Worker 
Count 1 7 4 12 
% within What kind of visitor? 8,3% 58,3% 33,3% 100,0% 
Total 
Count 4 100 22 126 
% within What kind of visitor? 3,2% 79,4% 17,5% 100,0% 
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Whenever I heard of the city's name the following come to my mind: I Will Tell My Friends 
 Whenever I heard of the city's name 
the following come to my mind: I Will 
Tell My Friends 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 1 57 4 62 
% within What kind of visitor? 1,6% 91,9% 6,5% 100,0% 
Visitor 
Count 2 45 5 52 
% within What kind of visitor? 3,8% 86,5% 9,6% 100,0% 
Worker 
Count 1 9 2 12 
% within What kind of visitor? 8,3% 75,0% 16,7% 100,0% 
Total 
Count 4 111 11 126 
% within What kind of visitor? 3,2% 88,1% 8,7% 100,0% 
 
 
Whenever I heard of the city's name the following come to my mind: I Will Not Come Again  
 Whenever I heard of the city's name the 
following come to my mind: I Will Not 
Come Again 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 57 2 3 62 
% within What kind of visitor? 91,9% 3,2% 4,8% 100,0% 
Visitor 
Count 50 0 2 52 
% within What kind of visitor? 96,2% 0,0% 3,8% 100,0% 
Worker 
Count 9 1 2 12 
% within What kind of visitor? 75,0% 8,3% 16,7% 100,0% 
Total 
Count 116 3 7 126 
% within What kind of visitor? 92,1% 2,4% 5,6% 100,0% 
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Whenever I heard of the city's name the following come to my mind: I Will Stay Here 
 Whenever I heard of the city's name the following come to 
my mind: I Will Stay Here 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 5 40 17 62 
% within What kind of visitor? 8,1% 64,5% 27,4% 100,0% 
Visitor 
Count 10 14 28 52 
% within What kind of visitor? 19,2% 26,9% 53,8% 100,0% 
Worker 
Count 2 4 6 12 
% within What kind of visitor? 16,7% 33,3% 50,0% 100,0% 
Total 
Count 17 58 51 126 
% within What kind of visitor? 13,5% 46,0% 40,5% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Celebrates  
 Whenever I heard of the city's name the following come to 
my mind: Celebrates 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 2 31 29 62 
% within What kind of visitor? 3,2% 50,0% 46,8% 100,0% 
Visitor 
Count 2 23 27 52 
% within What kind of visitor? 3,8% 44,2% 51,9% 100,0% 
Worker 
Count 2 5 5 12 
% within What kind of visitor? 16,7% 41,7% 41,7% 100,0% 
Total 
Count 6 59 61 126 
% within What kind of visitor? 4,8% 46,8% 48,4% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Sunshine 
 Whenever I heard of the city's name the following come to 
my mind: Sunshine 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 1 50 11 62 
% within What kind of visitor? 1,6% 80,6% 17,7% 100,0% 
Visitor 
Count 1 46 5 52 
% within What kind of visitor? 1,9% 88,5% 9,6% 100,0% 
Worker 
Count 1 9 2 12 
% within What kind of visitor? 8,3% 75,0% 16,7% 100,0% 
Total 
Count 3 105 18 126 
% within What kind of visitor? 2,4% 83,3% 14,3% 100,0% 
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Whenever I heard of the city's name the following come to my mind: Rain 
 Whenever I heard of the city's name the following come to 
my mind: Rain 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 6 16 40 62 
% within What kind of visitor? 9,7% 25,8% 64,5% 100,0% 
Visitor 
Count 22 5 25 52 
% within What kind of visitor? 42,3% 9,6% 48,1% 100,0% 
Worker 
Count 1 5 6 12 
% within What kind of visitor? 8,3% 41,7% 50,0% 100,0% 
Total 
Count 29 26 71 126 
% within What kind of visitor? 23,0% 20,6% 56,3% 100,0% 
 
Whenever I heard of the city's name the following come to my mind: Wind  
 Whenever I heard of the city's name the following come to 
my mind: Wind 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 1 54 7 62 
% within What kind of visitor? 1,6% 87,1% 11,3% 100,0% 
Visitor 
Count 5 33 14 52 
% within What kind of visitor? 9,6% 63,5% 26,9% 100,0% 
Worker 
Count 0 10 2 12 
% within What kind of visitor? 0,0% 83,3% 16,7% 100,0% 
Total 
Count 6 97 23 126 
% within What kind of visitor? 4,8% 77,0% 18,3% 100,0% 
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List of Tables 4: Image 
 
The Island: Impressed in my memory 
 The Island: Impressed in my memory Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 1 60 1 62 
% within What kind of visitor? 1,6% 96,8% 1,6% 100,0% 
Visitor 
Count 0 51 1 52 
% within What kind of visitor? 0,0% 98,1% 1,9% 100,0% 
Worker 
Count 0 12 0 12 
% within What kind of visitor? 0,0% 100,0% 0,0% 100,0% 
Total 
Count 1 123 2 126 
% within What kind of visitor? 0,8% 97,6% 1,6% 100,0% 
 
The Island: Worth visiting 
 The Island: Worth visiting Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 0 57 5 62 
% within What kind of visitor? 0,0% 91,9% 8,1% 100,0% 
Visitor 
Count 1 51 0 52 
% within What kind of visitor? 1,9% 98,1% 0,0% 100,0% 
Worker 
Count 0 10 2 12 
% within What kind of visitor? 0,0% 83,3% 16,7% 100,0% 
Total 
Count 1 118 7 126 
% within What kind of visitor? 0,8% 93,7% 5,6% 100,0% 
 
The Island: Each time shows sth new  
 The Island: Each time shows sth new Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 5 42 15 62 
% within What kind of visitor? 8,1% 67,7% 24,2% 100,0% 
Visitor 
Count 1 35 16 52 
% within What kind of visitor? 1,9% 67,3% 30,8% 100,0% 
Worker 
Count 1 8 3 12 
% within What kind of visitor? 8,3% 66,7% 25,0% 100,0% 
Total 
Count 7 85 34 126 
% within What kind of visitor? 5,6% 67,5% 27,0% 100,0% 
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The Island: Has architectural tradition 
 The Island: Has architectural tradition Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 2 45 15 62 
% within What kind of visitor? 3,2% 72,6% 24,2% 100,0% 
Visitor 
Count 3 30 19 52 
% within What kind of visitor? 5,8% 57,7% 36,5% 100,0% 
Worker 
Count 0 6 6 12 
% within What kind of visitor? 0,0% 50,0% 50,0% 100,0% 
Total 
Count 5 81 40 126 
% within What kind of visitor? 4,0% 64,3% 31,7% 100,0% 
 
The Island: Has beautiful spots 
 The Island: Has beautiful spots Total 
Yes Little 
What kind of visitor? 
Resident 
Count 60 2 62 
% within What kind of visitor? 96,8% 3,2% 100,0% 
Visitor 
Count 52 0 52 
% within What kind of visitor? 100,0% 0,0% 100,0% 
Worker 
Count 12 0 12 
% within What kind of visitor? 100,0% 0,0% 100,0% 
Total 
Count 124 2 126 
% within What kind of visitor? 98,4% 1,6% 100,0% 
 
The Island: Offers satisfying gastronomic and taste experiences  
 The Island: Offers satisfying 
gastronomic and taste experiences 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 3 33 26 62 
% within What kind of visitor? 4,8% 53,2% 41,9% 100,0% 
Visitor 
Count 0 34 18 52 
% within What kind of visitor? 0,0% 65,4% 34,6% 100,0% 
Worker 
Count 2 6 4 12 
% within What kind of visitor? 16,7% 50,0% 33,3% 100,0% 
Total 
Count 5 73 48 126 
% within What kind of visitor? 4,0% 57,9% 38,1% 100,0% 
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The Island: Respect of its past 
 The Island: Respect of its past Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 2 31 29 62 
% within What kind of visitor? 3,2% 50,0% 46,8% 100,0% 
Visitor 
Count 4 36 12 52 
% within What kind of visitor? 7,7% 69,2% 23,1% 100,0% 
Worker 
Count 3 6 3 12 
% within What kind of visitor? 25,0% 50,0% 25,0% 100,0% 
Total 
Count 9 73 44 126 
% within What kind of visitor? 7,1% 57,9% 34,9% 100,0% 
 
The Island: Respect its visitors  
 The Island: Respect its visitors Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 3 24 35 62 
% within What kind of visitor? 4,8% 38,7% 56,5% 100,0% 
Visitor 
Count 2 32 18 52 
% within What kind of visitor? 3,8% 61,5% 34,6% 100,0% 
Worker 
Count 4 5 3 12 
% within What kind of visitor? 33,3% 41,7% 25,0% 100,0% 
Total 
Count 9 61 56 126 
% within What kind of visitor? 7,1% 48,4% 44,4% 100,0% 
 
The Island: Based on its talents / human resources 
 The Island: Based on its talents / 
human resources 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 9 19 34 62 
% within What kind of visitor? 14,5% 30,6% 54,8% 100,0% 
Visitor 
Count 2 33 17 52 
% within What kind of visitor? 3,8% 63,5% 32,7% 100,0% 
Worker 
Count 3 4 5 12 
% within What kind of visitor? 25,0% 33,3% 41,7% 100,0% 
Total 
Count 14 56 56 126 
% within What kind of visitor? 11,1% 44,4% 44,4% 100,0% 
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 The Island: Is clean 
 The Island: Is clean Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 5 24 33 62 
% within What kind of visitor? 8,1% 38,7% 53,2% 100,0% 
Visitor 
Count 1 41 10 52 
% within What kind of visitor? 1,9% 78,8% 19,2% 100,0% 
Worker 
Count 1 7 4 12 
% within What kind of visitor? 8,3% 58,3% 33,3% 100,0% 
Total 
Count 7 72 47 126 
% within What kind of visitor? 5,6% 57,1% 37,3% 100,0% 
 
The Island: Loves Arts and Culture 
 The Island: Loves Arts and Culture Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 3 24 35 62 
% within What kind of visitor? 4,8% 38,7% 56,5% 100,0% 
Visitor 
Count 1 33 18 52 
% within What kind of visitor? 1,9% 63,5% 34,6% 100,0% 
Worker 
Count 0 4 8 12 
% within What kind of visitor? 0,0% 33,3% 66,7% 100,0% 
Total 
Count 4 61 61 126 
% within What kind of visitor? 3,2% 48,4% 48,4% 100,0% 
 
The Island: Combines multi economic activities 
 The Island: Combines multi 
economic activities 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 15 11 36 62 
% within What kind of visitor? 24,2% 17,7% 58,1% 100,0% 
Visitor 
Count 9 9 34 52 
% within What kind of visitor? 17,3% 17,3% 65,4% 100,0% 
Worker 
Count 3 3 6 12 
% within What kind of visitor? 25,0% 25,0% 50,0% 100,0% 
Total 
Count 27 23 76 126 
% within What kind of visitor? 21,4% 18,3% 60,3% 100,0% 
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The Island: Takes advantage of development opportunities 
 The Island: Takes advantage of development 
opportunities 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 37 4 21 62 
% within What kind of visitor? 59,7% 6,5% 33,9% 100,0% 
Visitor 
Count 13 4 35 52 
% within What kind of visitor? 25,0% 7,7% 67,3% 100,0% 
Worker 
Count 5 1 6 12 
% within What kind of visitor? 41,7% 8,3% 50,0% 100,0% 
Total 
Count 55 9 62 126 
% within What kind of visitor? 43,7% 7,1% 49,2% 100,0% 
 
The Island: Contributes to publicity of green technologies and investments 
 The Island: Contributes to publicity of 
green technologies and investments 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 35 5 22 62 
% within What kind of visitor? 56,5% 8,1% 35,5% 100,0% 
Visitor 
Count 19 6 27 52 
% within What kind of visitor? 36,5% 11,5% 51,9% 100,0% 
Worker 
Count 4 2 6 12 
% within What kind of visitor? 33,3% 16,7% 50,0% 100,0% 
Total 
Count 58 13 55 126 
% within What kind of visitor? 46,0% 10,3% 43,7% 100,0% 
 
The Island: Takes advantage of possible promotional spots (ship, plane, taxi) 
 The Island: Takes advantage of possible 
promotional spots (ship, plane, taxi) 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 28 8 26 62 
% within What kind of visitor? 45,2% 12,9% 41,9% 100,0% 
Visitor 
Count 23 7 22 52 
% within What kind of visitor? 44,2% 13,5% 42,3% 100,0% 
Worker 
Count 7 1 4 12 
% within What kind of visitor? 58,3% 8,3% 33,3% 100,0% 
Total 
Count 58 16 52 126 
% within What kind of visitor? 46,0% 12,7% 41,3% 100,0% 
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The Island: Participate in international feasts /activities  
 The Island: Participate in international feasts /activities Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 11 7 44 62 
% within What kind of visitor? 17,7% 11,3% 71,0% 100,0% 
Visitor 
Count 14 7 31 52 
% within What kind of visitor? 26,9% 13,5% 59,6% 100,0% 
Worker 
Count 4 1 7 12 
% within What kind of visitor? 33,3% 8,3% 58,3% 100,0% 
Total 
Count 29 15 82 126 
% within What kind of visitor? 23,0% 11,9% 65,1% 100,0% 
 
The Island: Provides updated and adequate information material 
 The Island: Provides updated and adequate 
information material 
Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 22 7 33 62 
% within What kind of visitor? 35,5% 11,3% 53,2% 100,0% 
Visitor 
Count 9 14 29 52 
% within What kind of visitor? 17,3% 26,9% 55,8% 100,0% 
Worker 
Count 5 1 6 12 
% within What kind of visitor? 41,7% 8,3% 50,0% 100,0% 
Total 
Count 36 22 68 126 
% within What kind of visitor? 28,6% 17,5% 54,0% 100,0% 
 
The Island: Has significant presence on the media 
 The Island: Has significant presence on the media Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 27 8 27 62 
% within What kind of visitor? 43,5% 12,9% 43,5% 100,0% 
Visitor 
Count 13 7 32 52 
% within What kind of visitor? 25,0% 13,5% 61,5% 100,0% 
Worker 
Count 4 2 6 12 
% within What kind of visitor? 33,3% 16,7% 50,0% 100,0% 
Total 
Count 44 17 65 126 
% within What kind of visitor? 34,9% 13,5% 51,6% 100,0% 
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The Island: Is the place to live  
 The Island: Is the place to live Total 
No Yes Little 
What kind of visitor? 
Resident 
Count 4 33 25 62 
% within What kind of visitor? 6,5% 53,2% 40,3% 100,0% 
Visitor 
Count 2 18 32 52 
% within What kind of visitor? 3,8% 34,6% 61,5% 100,0% 
Worker 
Count 1 8 3 12 
% within What kind of visitor? 8,3% 66,7% 25,0% 100,0% 
Total 
Count 7 59 60 126 
% within What kind of visitor? 5,6% 46,8% 47,6% 100,0% 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The Island: Has significant presence on the internet 
 The Island: Has significant presence on the internet Total 
No Yes Little 
What kind of 
visitor? 
Resident 
Count 12 19 31 62 
% within What kind of visitor? 19,4% 30,6% 50,0% 100,0% 
Visitor 
Count 6 24 22 52 
% within What kind of visitor? 11,5% 46,2% 42,3% 100,0% 
Worker 
Count 4 2 6 12 
% within What kind of visitor? 33,3% 16,7% 50,0% 100,0% 
Total 
Count 22 45 59 126 
% within What kind of visitor? 17,5% 35,7% 46,8% 100,0% 
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List of Tables 5: Stakeholders’ sense of place and experience  
 
Assess the parameter of: Natural Environment 
 Assess the parameter of: Natural Environment Total 
Average Satisfactory Very Satisfactory Ideal 
What kind of visitor? 
Resident 
Count 7 6 27 22 62 
% within What kind of visitor? 11,3% 9,7% 43,5% 35,5% 100,0% 
Visitor 
Count 0 3 24 25 52 
% within What kind of visitor? 0,0% 5,8% 46,2% 48,1% 100,0% 
Worker 
Count 0 1 8 3 12 
% within What kind of visitor? 0,0% 8,3% 66,7% 25,0% 100,0% 
Total 
Count 7 10 59 50 126 
% within What kind of visitor? 5,6% 7,9% 46,8% 39,7% 100,0% 
 
 
Assess the parameter of: Friendly People 
 Assess the parameter of: Friendly People Total 
Not Satisfactory 
at All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 2 16 23 19 2 62 
% within What kind 
of visitor? 
3,2% 25,8% 37,1% 30,6% 3,2% 100,0% 
Visitor 
Count 1 8 17 21 5 52 
% within What kind 
of visitor? 
1,9% 15,4% 32,7% 40,4% 9,6% 100,0% 
Worker 
Count 1 0 5 6 0 12 
% within What kind 
of visitor? 
8,3% 0,0% 41,7% 50,0% 0,0% 100,0% 
Total 
Count 4 24 45 46 7 126 
% within What kind 
of visitor? 
3,2% 19,0% 35,7% 36,5% 5,6% 100,0% 
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Assess the parameter of: Public infrastructure 
 Assess the parameter of: Public infrastructure Total 
Not Satisfactory at 
All 
Average Satisfactory Very 
Satisfactory 
What kind of visitor? 
Resident 
Count 16 35 8 3 62 
% within What kind of 
visitor? 
25,8% 56,5% 12,9% 4,8% 100,0% 
Visitor 
Count 2 22 27 1 52 
% within What kind of 
visitor? 
3,8% 42,3% 51,9% 1,9% 100,0% 
Worker 
Count 6 3 2 1 12 
% within What kind of 
visitor? 
50,0% 25,0% 16,7% 8,3% 100,0% 
Total 
Count 24 60 37 5 126 
% within What kind of 
visitor? 
19,0% 47,6% 29,4% 4,0% 100,0% 
 
 
Assess the parameter of: Road network 
 Assess the parameter of: Road network Total 
Not Satisfactory at 
All 
Average Satisfactory Very Satisfactory 
What kind of visitor? 
Resident 
Count 18 28 15 1 62 
% within What kind 
of visitor? 
29,0% 45,2% 24,2% 1,6% 100,0% 
Visitor 
Count 11 22 15 4 52 
% within What kind 
of visitor? 
21,2% 42,3% 28,8% 7,7% 100,0% 
Worker 
Count 4 6 1 1 12 
% within What kind 
of visitor? 
33,3% 50,0% 8,3% 8,3% 100,0% 
Total 
Count 33 56 31 6 126 
% within What kind 
of visitor? 
26,2% 44,4% 24,6% 4,8% 100,0% 
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Assess the parameter of: Ports and ship network 
 Assess the parameter of: Ports and ship network Total 
Not 
Satisfactory at 
All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 27 19 13 2 1 62 
% within What 
kind of visitor? 
43,5% 30,6% 21,0% 3,2% 1,6% 100,0% 
Visitor 
Count 27 15 9 1 0 52 
% within What 
kind of visitor? 
51,9% 28,8% 17,3% 1,9% 0,0% 100,0% 
Worker 
Count 5 5 1 0 1 12 
% within What 
kind of visitor? 
41,7% 41,7% 8,3% 0,0% 8,3% 100,0% 
Total 
Count 59 39 23 3 2 126 
% within What 
kind of visitor? 
46,8% 31,0% 18,3% 2,4% 1,6% 100,0% 
 
Assess the parameter of: Air traffic network 
 Assess the parameter of: Air traffic network Total 
Not Satisfactory 
at All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 4 12 26 18 2 62 
% within What kind 
of visitor? 
6,5% 19,4% 41,9% 29,0% 3,2% 100,0% 
Visitor 
Count 4 10 30 6 2 52 
% within What kind 
of visitor? 
7,7% 19,2% 57,7% 11,5% 3,8% 100,0% 
Worker 
Count 1 4 4 3 0 12 
% within What kind 
of visitor? 
8,3% 33,3% 33,3% 25,0% 0,0% 100,0% 
Total 
Count 9 26 60 27 4 126 
% within What kind 
of visitor? 
7,1% 20,6% 47,6% 21,4% 3,2% 100,0% 
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Assess the parameter of: Cultural events 
 Assess the parameter of: Cultural events Total 
Not Satisfactory 
at All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 7 34 17 4 0 62 
% within What 
kind of visitor? 
11,3% 54,8% 27,4% 6,5% 0,0% 100,0% 
Visitor 
Count 1 9 23 16 3 52 
% within What 
kind of visitor? 
1,9% 17,3% 44,2% 30,8% 5,8% 100,0% 
Worker 
Count 2 6 2 1 1 12 
% within What 
kind of visitor? 
16,7% 50,0% 16,7% 8,3% 8,3% 100,0% 
Total 
Count 10 49 42 21 4 126 
% within What 
kind of visitor? 
7,9% 38,9% 33,3% 16,7% 3,2% 100,0% 
 
Assess the parameter of: Business / companies / stores 
 Assess the parameter of: Business / companies / stores Total 
Not Satisfactory 
at All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 5 27 23 7 0 62 
% within What kind 
of visitor? 
8,1% 43,5% 37,1% 11,3% 0,0% 100,0% 
Visitor 
Count 3 14 29 5 1 52 
% within What kind 
of visitor? 
5,8% 26,9% 55,8% 9,6% 1,9% 100,0% 
Worker 
Count 3 4 4 1 0 12 
% within What kind 
of visitor? 
25,0% 33,3% 33,3% 8,3% 0,0% 100,0% 
Total 
Count 11 45 56 13 1 126 
% within What kind 
of visitor? 
8,7% 35,7% 44,4% 10,3% 0,8% 100,0% 
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Assess the parameter of: Recreation 
 Assess the parameter of: Recreation Total 
Not 
Satisfactory at 
All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 7 22 21 9 3 62 
% within What 
kind of visitor? 
11,3% 35,5% 33,9% 14,5% 4,8% 100,0% 
Visitor 
Count 1 4 19 21 7 52 
% within What 
kind of visitor? 
1,9% 7,7% 36,5% 40,4% 13,5% 100,0% 
Worker 
Count 2 2 5 2 1 12 
% within What 
kind of visitor? 
16,7% 16,7% 41,7% 16,7% 8,3% 100,0% 
Total 
Count 10 28 45 32 11 126 
% within What 
kind of visitor? 
7,9% 22,2% 35,7% 25,4% 8,7% 100,0% 
 
 
 
 
 
 
 
Assess the parameter of: Archaelogical sites 
 Assess the parameter of: Archaelogical sites Total 
Not Satisfactory 
at All 
Average Satisfactory Very Satisfactory Ideal 
What kind of visitor? 
Resident 
Count 2 27 16 13 4 62 
% within What 
kind of visitor? 
3,2% 43,5% 25,8% 21,0% 6,5% 100,0% 
Visitor 
Count 3 10 15 18 6 52 
% within What 
kind of visitor? 
5,8% 19,2% 28,8% 34,6% 11,5% 100,0% 
Worker 
Count 1 5 0 5 1 12 
% within What 
kind of visitor? 
8,3% 41,7% 0,0% 41,7% 8,3% 100,0% 
Total 
Count 6 42 31 36 11 126 
% within What 
kind of visitor? 
4,8% 33,3% 24,6% 28,6% 8,7% 100,0% 
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Assess the parameter of: Religious tourism 
 Assess the parameter of: Religious tourism Total 
Not Satisfactory 
at All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 3 17 19 16 7 62 
% within What kind 
of visitor? 
4,8% 27,4% 30,6% 25,8% 11,3% 100,0% 
Visitor 
Count 1 5 16 23 7 52 
% within What kind 
of visitor? 
1,9% 9,6% 30,8% 44,2% 13,5% 100,0% 
Worker 
Count 2 0 4 4 2 12 
% within What kind 
of visitor? 
16,7% 0,0% 33,3% 33,3% 16,7% 100,0% 
Total 
Count 6 22 39 43 16 126 
% within What kind 
of visitor? 
4,8% 17,5% 31,0% 34,1% 12,7% 100,0% 
 
Assess the parameter of: Alternative tourism 
 Assess the parameter of: Alternative tourism Total 
Not 
Satisfactory at 
All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 13 23 14 6 6 62 
% within What kind 
of visitor? 
21,0% 37,1% 22,6% 9,7% 9,7% 100,0% 
Visitor 
Count 5 6 19 11 11 52 
% within What kind 
of visitor? 
9,6% 11,5% 36,5% 21,2% 21,2% 100,0% 
Worker 
Count 1 4 3 2 2 12 
% within What kind 
of visitor? 
8,3% 33,3% 25,0% 16,7% 16,7% 100,0% 
Total 
Count 19 33 36 19 19 126 
% within What kind 
of visitor? 
15,1% 26,2% 28,6% 15,1% 15,1% 100,0% 
 
 
 
 
 
 
 
  -82- 
Assess the parameter of: Offered services / Price levels 
 Assess the parameter of: Offered services / Pricelevels Total 
Not Satisfactory 
at All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 19 24 14 4 1 62 
% within What kind 
of visitor? 
30,6% 38,7% 22,6% 6,5% 1,6% 100,0% 
Visitor 
Count 3 18 11 16 4 52 
% within What kind 
of visitor? 
5,8% 34,6% 21,2% 30,8% 7,7% 100,0% 
Worker 
Count 5 3 3 1 0 12 
% within What kind 
of visitor? 
41,7% 25,0% 25,0% 8,3% 0,0% 100,0% 
Total 
Count 27 45 28 21 5 126 
% within What kind 
of visitor? 
21,4% 35,7% 22,2% 16,7% 4,0% 100,0% 
 
Assess the parameter of: Tourism infrastructure 
 Assess the parameter of: Tourism infrastructure Total 
Not 
Satisfactory at 
All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 8 27 20 5 2 62 
% within What 
kind of visitor? 
12,9% 43,5% 32,3% 8,1% 3,2% 100,0% 
Visitor 
Count 2 13 24 10 3 52 
% within What 
kind of visitor? 
3,8% 25,0% 46,2% 19,2% 5,8% 100,0% 
Worker 
Count 1 7 3 0 1 12 
% within What 
kind of visitor? 
8,3% 58,3% 25,0% 0,0% 8,3% 100,0% 
Total 
Count 11 47 47 15 6 126 
% within What 
kind of visitor? 
8,7% 37,3% 37,3% 11,9% 4,8% 100,0% 
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Assess the parameter of: WiFi & web services 
 Assess the parameter of: WiFi & web services Total 
Not 
Satisfactory at 
All 
Average Satisfactory Very 
Satisfactory 
Ideal 
What kind of visitor? 
Resident 
Count 10 22 19 10 1 62 
% within What kind 
of visitor? 
16,1% 35,5% 30,6% 16,1% 1,6% 100,0% 
Visitor 
Count 6 15 20 7 4 52 
% within What kind 
of visitor? 
11,5% 28,8% 38,5% 13,5% 7,7% 100,0% 
Worker 
Count 4 2 5 0 1 12 
% within What kind 
of visitor? 
33,3% 16,7% 41,7% 0,0% 8,3% 100,0% 
Total 
Count 20 39 44 17 6 126 
% within What kind 
of visitor? 
15,9% 31,0% 34,9% 13,5% 4,8% 100,0% 
 
Assess the parameter of: Investment environment and opportunities 
 Assess the parameter of: Investment environment and 
opportunities 
Total 
Not 
Satisfactory at 
All 
Average Satisfactory Very 
Satisfactory 
What kind of visitor? 
Resident 
Count 21 27 12 2 62 
% within What 
kind of visitor? 
33,9% 43,5% 19,4% 3,2% 100,0% 
Visitor 
Count 13 20 17 2 52 
% within What 
kind of visitor? 
25,0% 38,5% 32,7% 3,8% 100,0% 
Worker 
Count 4 5 3 0 12 
% within What 
kind of visitor? 
33,3% 41,7% 25,0% 0,0% 100,0% 
Total 
Count 38 52 32 4 126 
% within What 
kind of visitor? 
30,2% 41,3% 25,4% 3,2% 100,0% 
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QUESTIONNAIRE 
 
ΕΡΕΤΝΑ PLACE BRANDING 
Θ ζρευνα που ακολουκεί αποτελεί μζροσ τθσ διπλωματικισ εργαςίασ ςτα πλαίςια 
του Μεταπτυχιακοφ Ρρογράμματοσ (MSc) Management, τθσ Σχολισ Διοίκθςθσ & 
Οικονομίασ, του Διεκνοφσ Ρανεπιςτθμίου τθσ Ελλάδοσ. Σκοπόσ τθσ ζρευνασ είναι 
μζςα από ζνα κοινό ερωτθματολόγιο να ερευνθκοφν οι απόψεισ και οι εμπειρίεσ 
των κατοίκων και επιςκεπτϊν του νθςιοφ των Κυκιρων, ζτςι ϊςτε να αναπτυχκεί 
μια αντιπροςωπευτικι ταυτότθτα - επωνυμία (place branding) για το νθςί που κα 
βοθκιςει ςτθν προϊκθςθ και το λανςάριςμά του ωσ τόποσ - προοριςμόσ. 
Ραρακαλϊ αφιερϊςτε λίγο από τον πολφτιμο χρόνο ςασ και απαντιςτε ςτισ 
παρακάτω ερωτιςεισ. 
Α. Γενικά ςτοιχεία 
Είμαι: 
a. Επιςκζπτθσ 
b. Κάτοικοσ 
c. Εργαηόμενοσ 
 
Πόςεσ φορζσ ζχετε επιςκεφκεί το νθςί;  
a. Κατοικϊ εδϊ 
b. 1 
c. 2 
d. 3 
e. 4 
f. 5 
g. Άλλο: ……..  
 
Η παρουςία/επίςκεψι μου αφοροφςε ςε:  
a. Αναψυχι 
b. Εργαςία 
c. Εποχοφμενοσ/θ 
d. Κάτοικοσ 
 
Όταν ακοφω το όνομα του νθςιοφ, ςτο μυαλό μου ζρχεται: 
 Καθόλου Λίγο Πολύ 
Ηεςταςιά    
Χαλάρωςθ    
Φιλοξενία    
Δυναμιςμόσ    
Αδυναμία    
Ρλοφτοσ    
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 Καθόλου Λίγο Πολύ 
Καλό φαγθτό    
Διαςκζδαςθ    
Νοςταλγία    
Ζρωτασ    
Θλίψθ    
Αειφορία    
Άγριο τοπίο    
Ηωντάνια    
Ρίςτθ    
Αξζχαςτα    
Θα το πω και ςτουσ φίλουσ μου    
Δεν κα ξανάρκω    
Εδϊ κζλω να ηιςω    
Γιορτζσ    
Θλιοφάνεια    
Βροχι    
Αζρασ    
    
 
Μπορείτε να αναφζρετε και κάτι άλλο ςχετικά με τθν προθγοφμενθ 
ερϊτθςθ: 
…………………………………………………………………………………
…… 
Β. Σα Κφκθρα 
Σα Κφκθρα παρουςιάηουν ςθμαντικό τουριςτικό ενδιαφζρον 
(επιλζξτε από τθν παρακάτω λίςτα) 
a. Ναι 
b. Μάλλον Ναι 
c. Μάλλον Πχι 
d. Πχι 
e. ΔΞ/ΔΑ  
 
Τπάρχουν αρκετά προβλιματα ςτο νθςί που ηθτοφν επιτακτικά τθ λφςθ 
τουσ 
(επιλζξτε από τθν παρακάτω λίςτα) 
a. Ναι 
b. Μάλλον Ναι 
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c. Μάλλον Πχι 
d. Πχι 
e. ΔΞ/ΔΑ  
 
Τπάρχει μζριμνα για τθν ανάπτυξθ του νθςιοφ; 
(επιλζξτε από τθν παρακάτω λίςτα) 
a. Ναι 
b. Μάλλον Ναι 
c. Μάλλον Πχι 
d. Πχι 
e. ΔΞ/ΔΑ  
 
Γ. Προοπτικζσ Ανάπτυξθσ τθσ πολιτικισ του Place Branding ςτο 
νθςί 
Ραρακαλϊ μεταβείτε ςτον επόμενο ςφνδεςμο http://www.kythira.gr/ ςε 
περίπτωςθ που δεν ζχετε επιςκεφκεί ζωσ τϊρα τθν επίςθμθ ιςτοςελίδα του 
νθςιοφ. 
Επιςκζπτομαι τισ ςελίδεσ των Διμων/Πόλεων για 
πλθροφόρθςθ/ενθμζρωςθ 
Αν ΝΑΙ και ΜΑΛΛΟΝ ΝΑΙ παρακαλϊ απαντιςτε και ςτθν παρακάτω ερϊτθςθ 
a. Ναι 
b. Μάλλον Ναι 
c. Μάλλον Πχι 
d. Πχι 
e. ΔΞ/ΔΑ  
 
Η επίςθμθ ιςτοςελίδα του νθςιοφ 
 Κακόλου Λίγο Ρολφ 
Βοθκάει ςτθν εφκολθ περιιγθςθ    
Ζχει πλοφςιο υλικό    
Επικαιροποιείται ςυχνά    
Είναι πολφγλωςςθ    
Ραρζχει ουςιαςτικζσ πλθροφορίεσ ςτουσ 
δθμότεσ    
Ραρζχει ουςιαςτικζσ πλθροφορίεσ ςτουσ 
επιςκζπτεσ    
Αποτελεί τθν πφλθ επικοινωνίασ με τον 
υπόλοιπο κόςμο    
 
Σο νθςί 
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 Κακόλου Λίγο Ρολφ 
Εντυπϊκθκε ςτθ μνιμθ μου    
Αξίηει να το επιςκζπτονται    
Κάκε φορά μου δείχνει και κάτι νζο    
Ζχει αρχιτεκτονικι παράδοςθ    
Ζχει όμορφεσ γωνιζσ    
Ρροςφζρει ικανοποιθτικζσ γαςτρονομικζσ 
εμπειρίεσ    
Σζβεται το παρελκόν του    
Σζβεται τουσ επιςκζπτεσ του    
Στθρίηεται ςτο δικό του ανκρϊπινο 
δυναμικό    
Είναι κακαρό    
Αγαπάει τισ Τζχνεσ και τον Ρολιτιςμό    
Συνδυάηει πολλαπλζσ οικονομικζσ 
δραςτθριότθτεσ    
Αξιοποιεί τισ ευκαιρίεσ ανάπτυξθσ    
Συμβάλλει ςτθ διάδοςθ των πράςινων 
τεχνολογιϊν & επενδφςεων     
Αξιοποιεί πικανά ςθμεία προβολισ 
του(πλοία, αεροπλάνα, taxi)     
Συμμετζχει ςε διεκνείσ 
εκκζςεισ/εκδθλϊςεισ    
Διατθρεί επικαιροποιθμζνο & επαρκζσ 
ενθμερωτικό υλικό    
Ζχει ικανοποιθτικι παρουςία ςτο 
διαδίκτυο     
Ζχει ικανοποιθτικι παρουςία ςτα ΜΜΕ    
Είναι μζροσ για να ηεισ    
Δ. Ανκρωπογενζσ - Φυςικό Περιβάλλον - Τποδομζσ- Αναψυχι 
Αξιολογείςτε τον κακζνα από τουσ παρακάτω παράγοντεσ: 
 
Κακόλου 
Ικανοποιθτικ
ά 
Μζτρι
α 
Ικανοποιθτικ
ά 
Ρολφ 
Ικανοποιθτικ
ά 
Ιδεατ
ό 
Φυςικό 
Ρεριβάλλον      
Φιλικοί 
Ρολίτεσ      
Δθμόςιεσ 
Υποδομζσ      
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Κακόλου 
Ικανοποιθτικ
ά 
Μζτρι
α 
Ικανοποιθτικ
ά 
Ρολφ 
Ικανοποιθτικ
ά 
Ιδεατ
ό 
Οδικό Δίκτυο      
Ακτοπλοϊκό 
Δίκτυο      
Αεροπορικό 
Δίκτυο      
Ρολιτιςτικζσ 
Εκδθλϊςεισ      
Επιχειριςεισ      
Αναψυχι      
Αρχαιολογικά 
Αξιοκζατα      
Θρθςκευτικό
σ Τουριςμόσ      
Εναλλακτικόσ 
Τουριςμόσ      
Επίπεδο 
τιμϊν ςε 
ςχζςθ με τισ 
παρεχόμενεσ 
υπθρεςίεσ 
     
Τουριςτικζσ 
Υποδομζσ      
Ραροχζσ 
Διαδικτφου & 
Wi-fi 
     
Εργαςιακζσ 
Ευκαιρίεσ      
Ε. Δθμογραφικά ΢τοιχεία 
Φφλο 
a. Άνδρασ 
b. Γυναίκα 
Ηλικία 
Θ θλικία ςασ ςε ζτθ 
a. <20 
b. 20-30 
c. 30-40 
d. 40-50 
e. >50 
Επαγγελματικι Ιδιότθτα 
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(οι ιδιότθτεσ αναφζρονται αλφαβθτικά) 
a. Αγρότθσ 
b. Δθμόςιοσ Υπάλλθλοσ 
c. Δθμοτικόσ Υπάλλθλοσ 
d. Επιχειρθματίασ (Γενικά) 
e. Επιχειρθματίασ Τουριςμοφ 
f. Καλλιτεχνικζσ Δραςτθριότθτεσ 
g. Οικοκυρικά 
h. Μακθτισ 
i. Τεχνικά Επαγγζλματα 
j. Ιδιωτικόσ Υπάλλθλοσ 
k. Άλλο 
Αν ςτθν προθγοφμενθ ερϊτθςθ απαντιςατε Άλλο παρακαλϊ αναφζρετε 
………………………………………………………………………………… 
 
΢πουδζσ 
a. Α'βάκμια Εκπαίδευςθ 
b. Β' βάκμια Εκπαίδευςθ 
c. Γ' βάκμια Εκπαίδευςθ 
d. Μεταπτυχιακά 
e. Ανϊτερα 
 
Οι ςπουδζσ μου ςχετίηονται με: 
a. Τουριςμό 
b. Ραροχι Υπθρεςιϊν 
c. Αγροτικζσ Εκμεταλλεφςεισ 
d. Ναυτιλιακά/Ακτοπλοΐα 
e. Επικοινωνία 
f. Άλλο 
Αν ςτθν προθγοφμενθ ερϊτθςθ επιλζξατε "Άλλο" παρακαλϊ περιγράψτε 
…………………………………………………………………………………. 
 
Για τθν πόλθ πλθροφορικθκα από: 
a. Οικογζνεια 
b. Φίλουσ 
c. Μζςα Ενθμζρωςθσ 
d. Διαδίκτυο 
e. Ταξιδιωτικό Γραφείο 
f. Επιχείρθςθ που Εργάηομαι 
g. Άλλο: ……………………………  
΢Σ. Πθγζσ πλθροφόρθςθσ & ΢υνολικι Ικανοποίθςθ 
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Η ςυνολικι εμπειρία που αποκόμιςα από το νθςί ιταν: 
 1 2 3 4 5  
Ρολφ Αρνθτικι      Ρολφ Θετικι 
΢ασ ευχαριςτϊ! 
Ευχαριςτϊ κερμά για τον χρόνο που αφιερϊςατε για να ςυμπλθρϊςετε το 
ερωτθματολόγιο. (Ρθγι: Τηουβελζκασ Μανϊλθσ, City Branding Surveys, 
http://citybrandingsurveys.blogspot.gr/p/surveys.html) 
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